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YO HO, MATES! 
PIECES OF 8° IS HERE AGAIN! 


PIECES Y EIGHT 


pesmi BOM A, 
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QUICK FACTS ABOUT A NEW PIECES OF g* SERVICE 


WM. ROGERS «& SON reinforced silverplate— 4 FAST-SELLING DISPLAY. Lifelike pirate girl, in full 
54-piece service for eight. RETAILS at $29.95 * colors, FREE with each order. It’s a stopper for your 
—which is less than the open-stock price of window! Also, chest display card featuring wonder- 
38 pieces. ful value-story of 16 “bonus” pieces. 


DRAMATIC VALUE! Customer’s saving from FOUR FAVORITE PATTERNS— Talisman, Gardenia, 
open-stock price equals 16 pieces—8 salad * Georgic, Burgundy. 

forks, 8 teaspoons —as featured in cover of MAKE A DATE TO SEE PIECES OF 8* 

the chest. 


NEW TREASURE CHEST, flat top, verd green 

finish. New deep-nap velveteen lining DISPLAY % WM ROGERS g SON 
. 

PANES IN EACH CHEST. ‘ . 

Reinforced Silverplate 


INTERNATIONAL SILVER CO., MERIDEN, CONN. 


*TRADE-MARK REGISTERED 
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SPEAKING OF TH 


OME preliminary ideas of how 

black-outs, the conscription of 
store personnel and the danger of 
bombing affect the retail jewelry 
trade in Britain may be gained from 
the September number of The 
Goldsmiths Journal. 

“When restriction of lighting reg- 
ulations are in force,” writes Ar- 
thur Tremayne, editor, “retail trade 
will be automatically reduced to 
daylight hours. An advantage will 
be to open earlier, say at 8 o'clock, 
instead of 9, if only for the con- 
venience of wholesalers, whose task 
of road travel will be a difficult one 
in winter. 

“Retailers having shops with deep 
lobbies will be able to devise ‘light- 
traps, and may be able, perhaps, to 
keep some lobby windows usefully 
illuminated. In these cases a re- 
moval of the gem window from the 
front to well inside the lobby is 
indicated. 

“Repairs may present a problem. 
Retailers in districts should be ready 
to pool their resources and, if nec- 
essary, train female labor. 

“A few simple precautions are to 
duplicate all important books, such 
as ledgers, cash books and _ stock 
books, and keep them in some other 
place, together with leases, agree- 
ments and insurance policies. 

“Finally, continue enterprise, con- 
tinue advertising, pay accounts and 
do whatever national service you 
have decided on.” 


o © 


GRANDMA some 60 years old 
recently walked into the Mont- 
gomery, Ala., jewelry store of Ruth 
& Sons and said: “Let me see some 
watches.” She looked awhile and 
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JEWELRY TRADE 


then chose four, one a Hamilton and 
three of another make, and then up- 
set the whole day at the store by 
“Deliver them, 
March 8, 


saying to the clerk, 
please—but not until 
1954.” 

Of course, the clerk asked for an 
explanation. And he got it. It was 


this way—Grandma has four grand- 


a, ".-deliver them 
Goud March 8 1954!" 











children and they 
the oldest being 


eeryy 


are very 
but five. And, 
hings are very uncertain now,” 
she said. “I don’t know how long 
I'll be here and there’s so much talk 
of war and trouble. Anyway, I wish 
to leave the children something fine 
as a remembrance from me, and I 
think watches are appropriate and 
they'll keep for a long time.” 
Assuring her that the watches 
would be secure indeed in their flint- 
walled vault, the clerk carefully 
oiled and wrapped each precious 
watch in chamois skin before grand- 
ma’s eyes. He told her, too, that the 
watches would be ready for delivery 
at the appointed date because the 
vault is safe even against air raids. 


young, 


© © 


66 O free gifts’ was the heading 
of a recent advertisement of 
Miller Bros., credit jewelers, 930 
Canal St., New Orleans, La. 
“Many shoppers ask us whether 
we offer free gifts with Miller 
Bros.’ merchandise,” the advertise- 
ment proceeded. “The answer is al- 
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ways ‘no—simply because such a 
‘gift’ is not really a present. It is 
bought and paid for like any other 
piece of merchandise. 

“We, too, could feature 
gifts’ in our business program, but 
to do so would mean increasing our 
prices. Miller Bros. prefer to give 
a maximum of value in that dia- 
mond, watch, piece of jewelry and 
the silver that we offer for sale. 
Forget that ‘wonderful present to be 
given you absolutely free.’ Remem- 
ber, Miller Bros. gives you the 
value in the merchandise.” 


‘free 


© © 


EALIZING that teachers as 

well as students “get ready 
for school,’ Berry’s jewelry store, 
120 W. Main St., Oklahoma City, 
tied in with the approaching school 
season with a September promotion 
featuring watches for teachers. 
Using a five-inch advertisement in 
the Oklahoma City Times on Sep- 
tember 1, Berry’s announced: 
“Here’s the Watch for School 
Teacher!” A 17-jewel natural gold 
wrist watch was featured at $14.95. 


o © 


RANK HYDE is famous in 

Sioux Falls, S. D., for having 
been in business for himself longer 
than any other merchant in town. 
He’s seen Sioux Falls grow from a 
mud street town to a city of 34,000. 
It was 53 years ago, in May, 1886, 
that Hyde went to Sioux Falls from 
Marcus, Iowa, where he had just 
sold his jewelry store in typical 
frontier fashion. A man had walked 
into the Marcus store and asked: 
“Is this joint for sale?” “Sure,” 
said Hyde. “How much?” “Oh, 
$850.” “How soon can you mak« 


delivery?” “Thirty minutes.” 
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Hyde had read a prospectus prais 
ing the future of Plankington, S. D.. 


and decided he'd go there. En route 


he stopped in Sioux Falls, and de 
cided to throw in his future with 
that bustling town’s. It was lucky 
for him that he did, because Plank 
ington even today has fewer than 
800 residents. 

Years ago Hyde used to pack up 
some watches and silverware, then 
set out on a trading trip to visit his 
rural customers. One time he had 
$5 sheep and ten calves in stock as 
He kept 


the sheep for two vears, at the end 


a result of barter deals. 


of which time he was richer by 80 
lambs. 


© © 


WENTY-SIX years ago a trip 
to Chicago from his home in a 
small Kansas changed — the 
whole life of Verne Q. Powell, now 
one of the world’s finest makers of 


town 


silver flutes. 

While in Chicago, Powell, also a 
Hute player, celebrated 
French artist play on a silver flute. 
So impressed was he by the liquid 
notes it produced, and by the beauty 
of the then almost unknown silver 
instrument that young Powell jour 
neyed back to Kansas determined 
to make himself one of those instru 


heard a 


ments, 

For his jeweler’s melting pot he 
gathered up all the old silver he 
could find around the shop. He had 
only his wooden flute for the mea 
surements, and it took him many 
hours in his spare time from his 
jewelry business to make the instru 
ment, but his experience as a jewel 
er was a big help and finally his 
work was finished. Today, the same 
flute, Powell 
trademark and bearing serial num- 
distinguished 


engraved with the 


ber one, cannot be 
from a 1989 model produced in his 
Boston shop. As was the case 26 
years ago, all his work is done by 
hand. 
Powell came to Boston many 
years ago, as it was the center of 
orchestras and instrument business. 
His fame as a maker of wonderfully 
toned silver flutes spread and now 
his silver flutes are used exclusively 
by the Boston and Philadelphia 
Symphony orchestras and the Roch- 
ester Philharmonic, while one or 
more of his masterpieces may be 
found in the larger cities of this 
and foreign countries. 
THE JEWELERS’ CIRCULAR-KEYSTONE 
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M8 ROUBLE with most fishing 
trips is the money. Louis Gold- 
berg of M. A. Mead & Co., Chicago 
wholesalers, and four retail jewelers 
fixed that, though. They'd caught 
the limit of wall-eyed pike deep in 
the north woods of Wisconsin when 
somebody got the idea that the pro 
prietor of the fishing resort really 
ought to own a nice new watch. 

Mein host had less chance than 
his pike to sidestep the lures of this 
enterprising quintet. He bought not 
one but two watches, which M. A. 
Mead & Co. supplied, and the four 
retail jewelers split the ¥57.52 profit 
from the transaction four ways, each 
receiving $14.38 as his share. 

Thus, the jewelers paid for their 
trip, and the purchaser enjoyed the 
possession of watches that are guar 
anteed not by one but by four 
jewelers. The latter are Erv Fuchs 
of Milwaukee, president of the Wis 
consin R.J.A.; R. Hille of Meno 
monee Falls; Harry Pelzer of Hart 
ford, and Axel Petersen of Waupun. 
Wis. 

© © 


methods 


YyRECAUTIONARY 

have been adopted by silver- 
sminiths since early centuries to pro 
tect their trade and the public. 
Charles M. Hutchins told the Lions’ 
Club of Montreal. 


“Fraud was practiced in early 


times to such an extent that silver- 
smiths organized guilds and estab 
lished trademarks to protect their 
products and prevent the sale of 
falsified goods. 

“This practice had been carried 
on through the centuries until today 
the jealously guarded mark of 
‘Sterling’ not only signifies silver 
that is 925/1000 fine but is syn- 
onymous in our language with high 


business morality. 


‘“ 
® 
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—— little by-path of the 
jewelry industry is that fol- 
lowed by the Potter family of 
Niagara Falls, N. Y., which this 
year is observing the 58th anniver- 
sary of its manufacture of spar 
jewelry, one of the oldest and most 
popular of Falls’ souvenirs. 

James Potter may be found every 
day in the little workshop behind 
his home turning out spar necklaces, 
charms and crosses, which find ready 
sale among tourists who visit the 
Falls souvenir stores. 

The same shop was used by Mr. 
Potter’s father, the late James Pot- 
ter, Sr., credited with being the in- 
ventor of the spar jewelry souvenir. 
One of the favorite souvenirs is the 
string of spar beads with each bead 
showing the “mist from the Falls” 
when the string is held to the light. 


























"No, no, not that one! I've already got three like it!” 
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LOVELY JEWELS 
FOR 
LOVELY LADY 


by FRANCES SCULLY 
Fashion Editor, National Broadcasting Co., Hollywood 


Photo by John E, Reed, Hollywood 




















~EWELS in all their scintillating glory will be top 

news in the fall and winter fashion headlines. Day- 
time or evening, conspicuous jewelry creations will be 
indispensable to the fashionable style ensemble—-huge, 
glittering, gorgeous pieces. 

The woman for whom big diamonds, sapphires, rubies, 
emeralds and pearls are out of reach, may get her effects 
with the less expensive stones, but lavish size she must 
have, if she is to be in the mode. Showiness in jewelry 
is now definitely in fashion and in good taste. 

A sponsor of the new vogue now being stimulated by 
the fashion leaders of America is Irene Rich, NBC’s 
lovely dramatic star, who especially favors elaborate 
jewels for her evening creations. She is shown here 
wearing a collection of original designs from I, Magnin, 
Los Angeles, in which floral themes and intricate de- 
signs have been lavishly expressed. 

In the large picture on the facing page, wild roses in 
diamonds and rubies ornament a tubular platinum brace- 
let, while a cabochon ruby ring banded by baguette dia- 
monds, and a flexible diamond pin wheel hair clip 
heighten the jewel accent. In the lower picture, the 
magical beauty of moonstones is captured in a massive 
clip with matching bracelets which can be formed into 
an exquisite necklace by joining the bracelets and wear- 
ing the clip as a pendant. Small diamonds and rubies 
set between the moonstones provide a brilliant contrast. 
The earrings are diamond star fish. 

In the upper right-hand picture, Miss Rich wears an 
ensemble which features huge canary diamonds in the 
ring and earrings. The bracelet is an intricately de- 
signed ribbon of baguette diamonds. Note the use of 
the diamond clips on the fur coat. Jewelry on furs is 
the height of current fashion. 

Carrying out the same idea, the picture at upper left 
shows a floral spray of sapphires and diamonds against 
the white fox jacket. The bracelets are worked out in 
the same combination of stones, and the ring is a star 
sapphire. At right center, we see a matching set of 
hair clip, earrings and bracelet of diamonds and 
cabochon rubies mounted in yellow gold, while the en 
semble at lower right is entirely diamonds. 

The photographs shown on these pages would be ideal 
for window displays featuring the fashion appeal, and 
Tue Jewevers’ Circutar-Keystone has arranged 
to make them available for this purpose. 
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A Wateh Contest That Tieked 


by R. J. SLAGLE 
President, Houston Watch Co.. Houston 


as told to 
HARRY R. TERHUNE 


J UST how do we sell so many good watches ? 

VW Possibly the best way to answer that is to say most 
emphatically that we like the watch business, we almost 
eat, drink and sleep watches. Back of it, however, is the 
plain basic business principle of having a complete stock 
at all times of representative makes, then to let all the 
people know that we have them. ‘The more dramatic the 
method of telling the public, the greater public response. 

Remember that being dramatic in one’s sales presenta 
tion and being sensational are two entirely different 
things. Dramatic selling awakens the imagination and 
so makes for continuous interest, while sensational sel] 
ing just arouses cupidity among a certain class who 
think they can get something for nothing. 

People are far more interested in watches than many 
in the jewelry trade realize. The public is ready to 
listen when they are told in a convincing manner which 
will capture their attention and imagination. 

This dramatizing the watch business may be done in 
many effective ways. Of the many events sponsored by 
the Houston Watch Co., the one producing really far 
reaching results was the contest recently finished on 
“How would you advertise the Houston Watch Co. ?” 

Everybody was invited to submit their own advertise 
ments. 
this contest read: 


Copy in the first newspaper announcement of 


“Teachers, Salesmen, Laymen, anyone may win! 50 
valuable prizes. ‘The Houston Watch Co. wants fresh. 
new ideas for advertising. We don’t care who you are 
poet, clerk, housewife, mechanic, grocery boy—-anybody 
can enter this exciting free contest. You may easily win 
one of the 50 valuable prizes. Take your choice for 
ideas—newspaper, billboard, radio, direct mail. It’s lots 
of fun-—and we are not fooling. All we want is good 
ideas for advertising the Houston Watch Co. Best ideas 
submitted before June 10 will win cash or valuable 
prizes. $50.00 Hamilton wrist watch, the 
watch of railroad accuracy. Second prize—$37.50 Elgin 
wrist watch. Third prize-——$35.00 Waltham wrist watch. 
Fourth prize—$29.75 Bulova wrist watch. Fifth prize 
$17.50 Revere wrist watch. Your choice of either ladies’ 


First prize 


or men’s styles. Besides this there are 5 cash prizes. 


ranging up to $5.00 each, and 40 individual prizes of 
$1.00 each in merchandise. It costs you nothing to enter. 
Visit our store today and get free entry blank. Examine 


our fine and complete lines of jewelry, watches, dia- 


Every detail of the Houston Watch Co.'s good will-building contest 
was carefully planned. Shown on the facing page, top to bottom, 
are: (1) one of the thousands of penny post cards that announced 
the contest to the store's mailing list; (2) four column by 12 inch 
newspaper promotion that advertised not only the contest but several 
articles of merchandise; (3) a "personality" blotter that speaks for 
itself; (4) the entry blank for the contest, and (5) the certificate 
worth $1 in credit at the store, given each contestant, so that no- 
body's feelings got hurt because he failed to win one of the 50 prizes. 
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Ever sit in when Bob Slagle gives one of his breath- 
taking talks on watches? At a streamline clip, he 
fires the story of one watch after another, reaching 
into some pocket or other to pull out each watch he 
mentions. Soon the table's covered with 12 to 18 
watches, all taken magician-style from the Slagle 
pockets. The audience wonders how he hid all those 
watches, how they look close up. That's just what 
Slagle wants—to have people crowd up so he can — 
answer questions as fast as they can think them up. 


monds, silverware and luggage. These will give you 
helpful hints, as will our big special display of pre- 
vious advertising.” 

Letters were written to the various schools and col- 
leges in and around Houston, inviting their students to 
participate. 

The idea was to get everybody interested in writing 
ads on our business during the period of the contest. 

‘T'wo thousand entry blanks were printed and distrib 
uted. Hundreds of contestants visited the store in per- 
son. They studied every part from front to back, taking 
in every department-——watches, diamonds, silverware, 
chinaware, luggage, electrical goods, radios and the 
clock department. We took them through the entire 
store, including the optical department and up stairs 
through the watchmaking, jewelry, and clock repairing 
departments. Special attention was called to the watch 
inspection department, where we handle the watch in- 
spections for all 18 of the railroads running into 
Houston. 

Entries poured in from every source, ad writers, school 
teachers, doctors, lawyers, salesmen, preachers, mer- 
chants, sales managers, steamship agents, railroad em- 
ployees, one fisherman, a boatmaker, carpenters, police- 
men, newspaper boys, poets and bookmakers. 

All these people told their story in poetry and prose, 
in pictures, in cartoons, and in story, about the 27 years 
we have been in business, and about the 18 railroads 
with thousands of watches cared for by the Houston 
Watch Co. 

These contestants took pictures of our windows, pic- 
tures of our billboards, enlarged on the copy and sug- 
gested every conceivable means and method that would 
put us on the front page of the big dailies. They hooked 
us up with the radio, gave morning spats about the bath- 
room, the fusses at the breakfast table, etc. 

Everybody who entered the contest received a certifi- 
cate entitling them to a dollar credit on any article in the 
store, save for a few restricted items. 

In addition to the regular contest advertising, special 
sales events for a week’s duration were held, during 
which time we featured special makes of watches. One 

(Please turn to page 75) 














Making $487 Profit 
From an Investment 


of $1140 in Stock 


HEIR magnificent selling job with electric shavers 
proved it could be done. 

Jewelry stores’ budget payments gave jewelers a 
competitive advantage over other retail outlets in the 
sale of shavers. Jewelry stores’ vigorous, large-space 
advertising easily incorporated shaver promotion. Jew- 
elry stores’ prestige with the buying public made 
shaver sales. 

The same reasons that made electric shavers a nat- 
ural for jewelers are now assuring jewelry stores a 
commanding place in the,sale of every domestic elec- 
trical appliance of the smaller variety. Through their 
appliance departments, vigorously managed jewelry 
stores are diversifying their stock, building traffic, and 
boosting stock turns. 

In a field research project just completed, contacts 
were made with jewelers in the Middle Atlantic states, 
who were asked to detail their figures for such mer- 
chandise as electric percolators, irons, roasters, sand- 
wich grills and waffle makers. The following table is 
a composite of the departmental records of 28 of these 
jewelers who have sold the smaller electrical appliances 
most successfully: 

DEPARTMENTAL PROFIT AND LOSS STATEMENT 
Covering electrical appliances 
From June 1938 to June 1939 








RIOR: ac aso. dicin ce wea eee wien Ee ... $5,360.00. 100.0% 
Re UM os Gninterios Cie Sa ewes . 2,883.68 53.8 
REROGRT MIEN. ii Scene acu ahie tae eciee vawees $2,476.32 46.20% 
Departmental overhead pro-rated.......... 1,988.56 37.1 
Net profit for appliance department....... $ 487.76 9.1% 


Stock-turn on electrical appliances is much higher 
















































Jewelers’ wedding ring sales to young home- 
makers open the door to sales of domestic 
electrical appliances; electrical goods are 
profit-makers, turn fast. and diversify the 
stere’s stock 


By Fred Merish 


than on jewelry. The jeweler who can get two turns 
a year on jewelry is doing better than the average. 
Electrical appliances often hit five turns yearly. The 
average turn for the 28 jewelers reviewed was 4.7, 


which means an average stock of approximately $1,140, 


a return on the investment of 43 per cent, figuring the 
departmental net profit of $487.76. 

If the jeweler had to open a store just to sell elec- 
trical appliances, his investment would be more and 
his return less, but the jeweler already established can 
get a much higher return per dollar invested in a 
related line. That is why commercial experts continu 
ally stress the desirability of handling related lines. 

The substantial return averaged by jewelers con- 
acted on this survey indicates that the jeweler who 
does not stock and push the smaller electrical appli- 
ances is losing a golden opportunity. Today is the day 
of combination retailing. Drug stores sell cameras, 
hardware stores sell linoleum rugs, super-markets sell 
everything in the food line, hence, the jeweler who sells 
only jewelry is hardly a modern merchandiser. Shop- 
pers expect to find related lines in a store, whether it 


(Please turn to page 100) 


Key to Pictured Appliances 


Opposite page, left panel, top to bottom: Toastmaster's 1949 waffle 
service, $16.95; G.E. Moderne automatic iron, $3.95; Manning-Bowman 
Jubilee table grill, $12.95; Manning-Bowman waffle maker, $16; West- 
inghouse hand vacuum; G.E. triple-whip mixer, $21; upper panel, Proctor 
Never-Lift automatic iron, $12.95; Proctor Feather Touch autim ric 
toaster, $12.95; Westinghouse sandwich grill, $19.95. This page, upper 
panel: Westinghouse chrome percolator, $9.95; Toastmaster Junior 
Toast 'n Jam, $8.50; Knapp-Monarch cooker. Right panel, top to 
bottom: Westinghouse twin waffle maker, $3.95; Toastmaster two-slice 
automatic toastmaster; Manning-Bowman heating pad, $6.95; Wesiling- 
house room heater, $4.95; G.E. automatic roaster, $21.95, and G.E. 
Saybrook urn set, $24.95. 





















EN’S jewelry. For men only? 

Yes, in the sense that it is designed to masculine 
tastes and is intended to be an integral part of the 
modern man’s apparel. 

But, “No! But, definitely no!” says one manufacturer 
of men’s jewelry, who claims that a survey has shown 
that nearly 80 per cent of men’s jewelry is bought by 
women—bought as gifts. 

That the feminine element wields such a great influ 
ence on the men’s jewelry market should be self-evident 
to us. Why else should the manufacturers have gone to 
the extent they have in packaging their merchandise ? 
True, it is in keeping with the swing of the times when 
huge commissions are paid to artists for designing 
packages for such prosaic products as cornflakes and 
soap chips, but the real motivating reason is that they 


FOR MEN ONLY 


RODMAN KEAGY 


by J. 


Does your men's jewelry department 
suffer from sleeping sickness? Then it 
needs to be reconstructed alung mod- 
ern lines. High-styled, smartly pack- 
aged, nationally advertised men's 
jewelry has a ready market. 


want to furnish the ladies with a ready-boxed gift 
which looks like a million dollars and is suitable for all 
gift-giving occasions. 

Men probably would be still buying the essential col 
lar button and collar bar from counter cards, as they 
did in by-gone days, if packaging had not become such 
an important factor in merchandising. Men certainly 
would not have the variety of dress accessories they now 
possess. 

Those of us who fail to appreciate the sales poten 
tialities of men’s jewelry--and how many of us do? 
are short-sighted. 

Consider the buying habits of the public: 

Men buying their shirts or neckties in either a haber 
dashery or department store are ‘“‘sold’” on an ensemble 
of cuff-links, collar bar and tie-chain, without so much 
as a word from the salesman, for the display man of 
the store has seen to it that the proper jewelry items, 
best-suited to a particular tie and shirt, were in place on 
shirts, both on the counter and in the display windows. 
The buyer’s sales resistance fades before such an appeal. 

The ladies, who enjoy their hours of shopping quite 
as much as they enjoy the movies or bridge, know their 
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favorite stores inside-out. When the occasion of a birth 
day or holiday comes along, demanding a present for 
husband, son, brother or friend, where is the woman 
prompted to make her purchase? 

Well, if it’s to be a key-chain, a belt buckle or a 
dress set she is quite likely to buy it at her favorite 
department store—unless you, Mr. Jeweler, have been 
as good a merchandiser yourself, and have, in the past. 
featured a fine, complete assortment of currently popu 
lar men’s jewelry. 

If you belong to that host of jewelers who are of the 
opinion that “men’s jewelry isn’t a big part of our busi- 
hess any more, so why bother much with it?’’ you should 
stop to consider what it would mean to your sales in 
other lines if you could only pull into the store those 
women who buy 80 per cent of men’s jewelry. 

Consider, too, what it would mean to your watch and 
gem sales if you could attract into your store those 
men who now have a few dollars ready to spend on a 





few items of moderately-priced jewelry for their own 
use, but will have much more to spend on Christmas gifts 
in a couple of months. 

October is a splendid month to inaugurate a men’s 
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Is your stock of men's jewelry com- 
plete? To draw maximum trade 
it should include accessories for 
every use and occasion, cover a 
fairly wide range of prices, and 
reflect the newest trends in style. 
Typical such items are pictured 
here and identified on page 80. 





jewelry promotion, for it is just at this time that the 
clothing stores are featuring their new Fall lines, and 
a time when every man is just a little more conscious of 
his clothes. It’s the time when national advertising gets 
under way, full blast, creating desire for merchandise 
which will be at the zenith of its popularity at the 
Christmas season. 

We asked A. S. Perry, smart young merchandising 
counsellor to a number of leading independent jewelers 
of the South, how he might conduct a good, aggressive 
promotion of men’s jewelry. 

He suggests a “For Men Only” week, and here’s how 
he says he would do it: 

“The promotion of men’s jewelry is not as hard as 
you might think,” says Mr. Perry. “There are dozens 


(Please turn to page 72 
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Three Display Ideas 
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THIS SHOPPING DAYS CHART WILL SPUR HOLIDAY BUYING 


WELL-PLANNED window has the ability to move 
people to action—not all of the people some of the 
time, but some of the people all of the time. 

All trends indicate there is going to be a lot of buying 
action this fall, even more than anticipated by the mid- 
summer forecasters, and your windows can materially 
help to direct that action into business for you. 

Both consciously and sub-consciously your sidewalk 
traffic is beginning to think about what they are going 
to put in Santa’s stocking and the window idea illus 
trated above will help you pin that thinking down to 
your store. 

The theme idea back of this window is to graphically 
impress upon your window shoppers that Christmas is 
pretty close at hand. This window idea can be easily 
constructed by taking any size cardboard that will fit 
the background area of your window and lining it off 
horizontally and vertically. On the vertical edge of the 
cardboard chart the days by date from the time you 
are planning to install the window up until the 25th of 


December. On the horizontal edge chart the shopping 
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To Stimulate Sales 


by ROBERT M. JORDAN 


SMITH’S 


LAY -A-WAY PLAN 
b&b 


AGAINST 
PRICE ADVANCES 
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days to Christmas, that is, if the first date on the bot 
tom of the vertical is Oct. 16, the number of shopping 
days to Christmas on the horizontal date starting at 
the left is 58. Running along the graph line, any date 
on the vertical down to the corresponding line on the 
horizontal will show the exact number of shopping days 
to Christmas. This works out as follows: 


7 28 30 31 
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Oct. 16 17 18 19 20 21 23 24 25 26 
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Days to 58 57 56 55 54 53 52 51 50 49 48 47 46 45 
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This has been figured out on the basis of eliminating 
Sundays, Columbus Day, Armistice Day, and Thanks- 
giving (Nov. 30). If Armistice Day and Columbus Day 
are not legal holidays in your state, add these days on 
to the number of shopping days to Christmas. 

The graph line of the chart may be made by running 
a ribbon diagonally from the lower left-hand corner to 
the upper right-hand corner. An arrow pinned to the 
ribbon points to the number of shopping days left 
before Christmas. This arrow, of course, would be 
moved daily so that, for instance, on Oct. 25 it will be 
pointed to the figure 50 at the horizontal edge. Some 
Christmas scene in the upper right-hand corner, such 
as Santa Claus approaching a cozy, snow-surrounded 
home, will give added interest to the display. 

The graph lines can be eliminated in the upper left- 
hand corner to permit a white area in which copy such 
as “Chart your Christmas buying now with Smith 
Jewelry Co.'s Lay-A-Way plan” can be lettered. Like- 
wise, similar area can be left in the lower right-hand 
corner for additional copy such as “Smith’s Lay-A-Way 
Plan protects you against price advances.” 

If you are handicapped for window display space, 
you will be interested in the idea shown by the illus- 
tration below. At a moderate expenditure you can 
either construct or have constructed a shadow box that 
you can hang behind the glass panel of your front door 
when you close up your store at night, thus providing 
you with not only extra display space but a unique 
attention-getter for the late evening window shoppers. 
A suitable shadow box can be constructed in a number 
of different ways. However, the sketch provides one 
tangible suggestion. 

The third illustration suggests an idea which is not 
only an attention-getter for your window but also a 
sales promotion plan that will bring a lot of sidewalk 
shoppers into your store. 

As the sketch indicates, the idea of this window is to 
offer a watch free of charge to anyone coming inside 
your store and directly guessing the time of any of three 
special watches set up in closed boxes marked by an A, 
B, and C designation. This plan is sure to treate a great 
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THERE'S ''GUESS-APPEAL"' HERE 


deal of interest and bring a lot of people into your 
store. The chances of your having to give away many 
watches is very slim as each person will only be given 
one opportunity to guess the time of a watch in either 
the A, B, or C boxes, and yet there will be no ill feeling 
on the part of those who have not guessed correctly. 

This illustration suggests a circular background of 
wood attached to which are three small semi-circular 
platforms, one for each of the three watches, and a 
letter beside each of the platforms designating the A, 
B, and C watches. “Free” is the most powerful word 
in the English language and that has been given promi- 
nence by using cut-out letters at the top of the circular 
background, while the details of the plan can be let- 
tered directly on to it with copy such as “Watch. Come 
inside and guess the time of any watch in boxes A, B, 
or C. If you guess correctly within 60 seconds, the 
watch is yours without obligation.” 

Any comments regarding the display ideas given in 
this series or details of ideas that you yourself have 
found to be effective will be appreciated. 


Epriror’s Note: The author of this article, fourth of a 
series, Robert M. Jordan, is sales manager of the Ostby 
& Barton Co., Providence, R. I., manufacturing jewelers. 


HOW TO BUILD A DOORWAY SHADOW BOX 


Sie View 
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SMITH JEWELRY CO. 
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Organized Effort Gets Results 
In Fighting Industrial Catalogs 


C OMPLAINING among ourselves about the damage 
done to the legitimate retail jewelry business by 
the industrial catalog houses, and denouncing them in 
speeches and resolutions at jewelry conventions may be 
a comforting emotional safety-valve, but it doesn’t get 
us very far in eliminating the evil. 

The practical question that confronts us is not one of 
awakening ourselves to the danger of this parasitic com- 
every wide-awake jeweler already recognizes 





petition 
that—the question is, what are we going to do about it 
—how can we combat it successfully? 

One of the best plans of procedure is to study the 
methods that have proven successful in other localities 
and try to apply them to our own local situations. 


Pittsburgh Once a Catalog Hotbed 


An instance that is well worth careful study is the 
campaign now being carried on by the Retail Jewelers’ 
Association of Western Pennsylvania, which has already 
made substantial progress in lessening the industrial 
catalog evil in the Pittsburgh area where, because of 
the large number of great industrial plants, the problem 
has been especially serious. 

Because the problem was so huge and because it 
affected retailers in many other lines as well as jewelry, 
it was felt advisable to make the effort a joint action by 
various groups of retailers. 

First step taken was to enlist the cooperation of the 
Pittsburgh Chamber of Commerce, through which was 
arranged a meeting of officers and representatives from 
all of the trade associations, businessmen’s clubs and 
other business groups in the Pittsburgh area. 

At this meeting the facts as to industrial catalog com- 
petition and its threat to legitimate retailing were laid 
before the assemblage which, impressed with the dangers, 
appointed a committee to formulate a plan of action look- 
ing towards the elimination of “discount’’ selling and to 
plan a campaign. Representatives from the Chamber 
of Commerce, the Better Business Bureau, and the retail 
associations of the jewelers, electrical dealers, grocers, 
hardware men and department stores were included on 
the committee. 


Established Distribution Menaced 


After meetings and discussions the committee drew up 
a declaration of policy in which was pointed out the im- 
portance and value to business and community life of 
an orderly, established system of retail distribution and 


the dangers to such a system through the competition 
of the industrial catalog house. 

It was pointed out that the loss of business to thx 
legitimate retailers, amounting in some lines to as high 
as 20 per cent, must ultimately force many retailers out 
of business with a consequent lessening of employment. 
of tax paying power, and a decrease in public demand 
for transportation and other facilities upon which the 
community depends for much of its revenue. 

This declaration was submitted to the Pittsburgh 
Chamber of Commerce and to every business association 
of the district with a request for its endorsement, which 
in every case was promptly and willingly forthcoming. 

Armed with this unanimous endorsement by every 
business group, campaign committees called upon the 
heads of industrial concerns in the Pittsburgh region to 
lay the situation before them and ask for their coopera 
tion in clearing up the evi. 


Industrial Firms Throw Catalogs Out 


It was pointed out that a continuation of the practice 
would ultimately have an adverse effect upon the busi 
nesses of the very industrial concerns in whose firms 
the catalogs are being circulated, and manufacturers 
were asked whether they were willing to let their estab- 
lishments continue to contribute to such a ruinous prac 
tice. Inevitably the answer came that the situation had 
not been realized, and that steps would immediately be 
taken to correct the evil as far as that particular plant 
was concerned. To date, 18 of the largest industrial firms 
in the region have been contacted and have pledged their 
cooperation towards the elimination of the evil, and 
Herman N. Hollander, attorney for the Jewelry Asso 
ciation, who has been directing the campaign, says he 
is confident that by the time December rolls round 
Western Pennsylvania will be practically free of indus 
trial catalogs. 


This Plan Will Work in Your City 


Here in full detail is a workable plan which has proven 
its effectiveness in a district which offered one of the 
worst problems in the country—a district which is pre 
ponderantly industrial in character and therefore a 
happy hunting ground for the industrial catalog houses. 

The same plan should be equally effective in your 
locality. If the competition of the cut-price catalog is 
as great a problem as so many of you tell us it is, then 
certainly it should be worth while for you to make the 
same effort that has proven so successful in Pittsburgh. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave.; Chicago, 35 East Wacker Drive; San Francisco, 140 Geary St. 
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General Prosperity Alone Does 


Not Determine Diamond Volume 


NE illuminating point brought out in the market 
research conducted by N. W. Ayer & Son prepara- 
tory to the advertising campaign of the DeBeers Con- 
solidated Mines is the fact that the volume of diamond 
sales is not merely a matter of general prosperity. Dia- 
mond sales do not automatically rise and fall with 
national income, but because of the operation of other 
factors may, and frequently do, show a trend quite 
different from that of total available purchasing power. 
This is both an encouragement and a warning. A 
warning because it means that the jewelry trade cannot 
sit back and relax in the belief that as general condi- 
tions improve, the diamond business will automatically 
come in for a proportionate share of the increased 
prosperity—an encouragement because it means that 
diamond sales can be moved upward more rapidly than 
the general trend if the right promotional methods are 
intelligently applied. 

Let’s look at the record. The figures show that while 
the imports of diamonds into the United States showed 
a consistent upward trend from 1901 to 1919, they had 
a downward tendency during the next ten years at the 
very time when American business as a whole was en- 
joying the greatest boom in history and incomes were 
at an all-time high. (See figure 1.) 

The way in which diamonds failed to hold their 
share of national purchasing power during this period 
is still more clearly brought out in figure 2, which 
shows the percentage of diamond imports to national 
income during the same period. Notice how the propor- 
tion of national income which has gone into the pur- 
chase of diamonds reached its peak way back in 1910, 
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Fig. 1. U. 8S. diamond imports, 1901-1938 


and then consistently declined for the next 25 years, 
while business as a whole was increasing by leaps and 
bounds. 

What is the explanation? 

Two main factors are immediately apparent. One is 
the fact that as every jeweler knows, the competition 
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of other products, notably the automobile, began to be 
really intense in the years immediately following 1910, 
and more of the public’s purchasing power was diverted 
to these other goods. 

The second is the matter of taste or fashion. Up to 
1910 styles and modes of living inclined toward elab- 
orateness and marked decoration—a note with which 


ANNUAL RATIO 


Fig. 2. Diamond imports in proportion to national income. 


the wearing of diamond jewelry was entirely compatible. 
With the outbreak of the Great War, or perhaps a 
little before, the pendulum swung in the other direction 
and the style was all for stark simplicity, as shown by 
tendencies in women’s dress and coiffures, household 
decoration and even masculine styles. 

Elaborate jewelry was incongruous with such a fash- 
ion, and purchases of it therefore soon began to fall off 
sharply. This tendency continued for some 20 years, 
but within the past two or three years the tide has 
again turned—once more women are wearing feminine 
and ornamental clothes, ornate coiffures, decorating 
their homes less severely. 

Jewelry fits right in with this change in taste, and. 
as a result, the past three years have seen the increases 
in both dollars and percentage noted above. 

Today the stage is set for a big return to popularity 
by diamond jewelry. The one thing needed to com- 
plete the picture is systematic and intelligent effort to 
capitalize upon the trend and to compete effectively 
with other products. 

This, happily, has now been started by the campaign 
of the DeBeers Syndicate and we are glad to report 
that it has been officially decided by the Syndicate that 
the campaign is to be continued regardless of the war, 
cable instructions to that effect having been received 
within the past two weeks by the Ayer headquarters. 

A rebirth of diamonds in public esteem can be confi- 
dently expected. 
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Since 1894. the MIKIMOTO seal on a necklace or bracelet has been a safeguard —a guarantee to 
ou and your customers of the highest quality of Cultured Pearls — grown in the living oysters — by 


MIKIMOTO —the originator and inventor of Cultured Pearls. 
In your advertising promotion, in your windows and store displays feature MIKIMOTO perfectly sym- 
metrical, exquisitely lustrous Cultured Pearls for increased business and better profits. 


If @ visit to one of our offices is not convenient, 
we invite your inquiry by mail. 


h. MIKIMOTO, ING. 


ee oe 2, ee a 


55 E. Washington St., Chicago 209 Post St., San Francisco 
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Men. alone or with women, buy 


90% of diamond engagement rings 
(National Trade Survey)—60% of 
all other diamond jewelry. Before 
Christmas more than 28.000.000 
DIAMOND advertisements to men 


will have appeared. 
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Never before has the trade received such an im- increased diamond volume and larger-unit sales 
portant sales stimulus as this national advertis- if you make this campaign your own. Other ad- 
ing and publicity campaign for diamonds on a vertisements soundly based on the facts of the 





wide, long-term scale. In 144,000,000 advertise- 
ments this coming year, this promotion sells an 


idea—the diamond—to help you sell diamond 


National Survey cover women—the remaining 
25% of your market. Do not fail to secure your 


tie-in promotional material described below and 








merchandise. You buy nothing, you contribute turn this torrent of interest in diamonds your 


nothing. Yet you are the one to benefit in way through tie-in promotion and display. 


Reprints of Advertisements, $2 per 100 De Beers ConsoLwaTED Mines. LTp.. AND AssocIATED COMPANIES 


This promotional material has been approved by De Beers 
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and will be distributed at cost in the United States by 


The Reuben H. Donnelley Corp. Write for further in- 
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formation or send in your order, using the order form 





in the portfolio which you have received. Address: 


Advertisement Display Envelope Stuffers Window or Counter Cards 
Stand, $4 each First 100, $2.50 $1 for complete Diamond Promotion Dept., The Reuben H. Donnelley 
(including 7 sets of Each additional set of 12 A 
3 proofs) 100, $1.25 (including 4 stands) Corp., 305 East 45th Street, New York City. 
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Jewelry Uses Many Cuts and Sizes 


$ BAQUETTES 


COIjII 


8 BAGUETTES 


2) BAGUETTES 
2? TAPERED 
BAGUETTES 


|B armnenjenrs af drawings usually give only an idea of the general appearance of the finished 
piece with the stones merely sketchily indicated. Here are presented two rings, an ear- 
ring. a brooch and a bracelet, with the number, shape and actual size of the stones required to 
make each one shown beneath the complete piece. Mélée is indicated by small circles pre- 
ceded by the number of these stones in the piece. For instance design No. 1, the ring at the 
upper left uses one kite, three baguettes, and 14 pieces of mélée, while the bracelet, (Fig. 3) 
takes I1 square cuts, 40 baguettes, and 28 pieces of méiée. all stones shown in actual size. 
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PRINCESSE CULTURED PEARLS 
BYARD F. BROGAN 


In Princesse Cultured Pearls there is a difference you will appreciate. Not only do we import pearls of exceptional value, but we have manv- 
L lifetime guarantee, will be sent on request to fit any requirement. The above prices are Keystone, 
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factured and patented a necklace clasp thot has become one of the “musts” in the jewelry industry. A memorandum selection of this 
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FLOWERS 


FOR HER EARS 


HE smart new hair-dos, this fall and winter, mean gold for jewelers, because 

ears will continue out in the open—they won't go back into hiding behind a 
curtain of brushed tresses or a mass of curls. Exposed ears are just waiting to be 
jeweled. Women, however, have a right to expect as startling improvement in the 
style of earrings as in wrist watches, brooches, clips, and bracelets. Of the numerous 
ear ornaments which have been making their appearance in Paris since the advent of 
the ear-clip fashion the one on this page is of special interest. It is reproduced by 
courtesy of the jewelry design publication, “]’Officiel de la Bijouterie et Accessoires.” 
This striking ear ornament—one can’t call it an “earring’’—is in the fashionable floral 
style, combining platinum or gold with sapphire, emerald or ruby beads. It affords 
additional security against loss by curving the stem of the spray around and behind 


the ear. 
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PEARL FARM GROWS GEMS AT N. Y. FAIR 
NEW YORK — The World’s Fair’s Pearl Exhibit 
re-enacts the careful cultivation of cultured pearls, 
man’s improvement on the hit-or-miss method of 
Nature. Containing irritants inserted by skilled 
surgeons, the huge Polynesian oysters must lie in 
lagoon-beds for seven to fifteen years. Then 
gathered up by girl divers, the oysters are speared 
to remove the gleaming gems. 


(Described by Andre Baruch) 


Over I! million people have stopped, looked 
and marveled at the Imperial Pearl Syndicate 
exhibits at the New York and San Francisco 


World's Fairs. 


The press was quick to sense the uniqueness of 
the Trylon and Perisphere created entirely of 
Imperial Cultured Pearls and the agility of the 
native Polynesian diving girls performing their 
tasks at the exhibit. Cameramen and reporters 
looked and marveled . . . columns of publicity 
flowed into leading New York and San Fran- 
cisco newspapers . . . Pathe's famous newsreel 
carried a lengthy sequence in one of their 
weekly newsreels which reached millions. Shown 
above is part of the release sent to the motion 
picture exhibitors detailing the subjects covered 
in that newsreel. 


Jewelers who sell and feature Imperial Cultured 
Pearls will be benefited by this smash publicity. 


IMPERIAL 


Division of 


THE AMERICAN JEWELERS BUREAU, INC. 
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Imperial Pearl Syndicate 


Exhibit Draws Headlines At 
| The New York World’s Fair 


The Trylon and Perisphere that 
has amazed millions . . . made 
entirely of 235,000 Imperial 
Cultured Pearls — every pearl 
set in a pivot. It took two 


years to build and is valued at 
over $2,000,000. 


Other parts of this exhibit 
show native Polynesian diving 
girls working in a tank bring- 
ing up oysters containing cul- 
tured pearls and the actual 





operation on oysters which 
starts the growth of Imperial 
Cultured Pearls. 


Millions have visited the Im- 

perial Pearl Syndicate exhibit 
at both World's Fairs. Their 

impressions will give jewelers 

valuable assistance in selling 
| Imperial Cultured Pearls. 





We will be glad to tell you how your store can effect a direct tie-up 


with the interest developed. Write to our nearest office today. 


PEARL SYNDICATE 


5 North Wabash Ave., Chicago 





607 Fifth Ave., New York 783 Mission St., San Francisco 
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Established 1866 


Importers and Cutters of 


DIAMON 


608. Fifth Avenue, New York 














. . Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 
64 West 48th Street London—23 Holborn Viaduct 

—_ 



































FILIGREE CLASPS IN VOGUE 


Smart jobbers creating highly styled 
necklaces are using more filigree 
clasps this fall. They’re in vogue-- 
they’re little affected by European 
disturbances -- they’re being de- 
manded by retailers and consumers. 
Schicksnaps are made in all metals 
and price ranges -- over a thousand 
designs including many new ones. 


Write today--and be in vogue. 
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One Neednt Be 
A Tycoon to 


Buy Fine Jewels 
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e With what joy does the bride 
exult in her ring of engagement 
—the symbol to all the world 
that she, and she alone, was 
his choice. Her rings, her 
bracelets, her pearls represent 
more than earthly minerals to 
her—they’re the stuff from 
which dreams and memories 
are fashioned. ¢ Her satisfac- 
tion with them will be lasting 
if she knows that while they 
represent the best quality her 
husband’s dollars could buy, 
they are still within his means. 
Pictured here are jewels of 
merit that one needn’t be a ty- 
coon to buy. The platinum 
diamond bracelet and the sap- 
phire bracelet could both be 
purchased for the price of an 
automobile. Jewels from Byard 


F. Brogan of Philadelphia, Pa. 











FOR MEN ONLY 

(From page 57) 
of angles from which it might be approached. For ex- 
ample let’s plan a ‘For Men Only’ week. We'll explain 
to the ladies that they’ve been getting too much atten- 
tion from us, and that men, like peacocks, should have 
gorgeous plumage, and that we're going to help them 
get it. 

“Let’s consider this promotion in the light that the 
interior of our store can sell as much men’s jewelry as 
our windows and advertising; therefore we'll plan in- 
terior displays as well as exteriors. It is to be inex- 
pensive and yet effective. 

“We'll use as a central figure a mannikin, dressed in 
the height of fashion for evening—tails, top hat, gloves, 
stick, and all—except his trousers. That gives us our 
theme, which we will use in every phase of our promo- 
tion: ‘Let’s not forget the essentials.’ It may sound a 
bit extreme, but don’t be afraid of it for no matter if 
your store is ultra-conservative, you can well afford to 
do something unique once in a while without any sacrifice 
of prestige, and it will amuse the public and create some 
interest in your store. 

“Our promotion to be well-rounded should have the 
following five elements: 

1. A direct mail piece to men; 2. Newspaper ads; 
%. Signs to tie-up with newspaper advertising; 4. An 
exterior display, and 5. An interior display to tie-in 
with the promotion. 
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Three attention-compelling ad suggestions for a 
men's jewelry campaign. 


“All clerks should be told at a store meeting that 
customers must be told that while the week is for men 
only, women, too, may buy the men’s jewelry as gifts. 
Pains should be taken to see that each customer enter- 
ing the store is shown the interior display and all the 
merchandise carried in the men’s department. 

“The direct mail piece, French style, as illustrated, 
should show on the first fold, cither a drawing or a 
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Oscar Heyman x BROTHERS inc. 
MANUFACTURERS AND GEM IMPORTERS 
G42 FIFTHAUE.NEW YORK CITY 














For Your Own Good . . . Support The Jewelry Industry Publicity Board 
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photograph of » man in correct evening apparel, but | 
lacking his trousers. The blurb should be ‘Lest you 
forget the essentials, Mr. ’ and the customer's 

















Mailing piece to tie in with the "For Men Only" promotion. 


name should be hand-processed to look like the rest of 
the copy. 

“The copy on the right-hand page inside, should be 
in script, and read something like this: 


Dear Mr. 

A man correctly dressed—well dressed-—must be re 
plete in every detail. Jewelry is an important factor in 
being well dressed. It adds that final “oomph” which all 
women recognize as essential to your appearance. That 
added touch of a gold key chain, or a belt buckle, makes 
the difference between just another man and a gentleman 
of good taste. 

We've a splendid stock of men’s accessories, and 
really, for such a small expenditure (some items are 
priced at $1) there’s no need to go without these vital 
“musts”... and especially when we'll charge it to your 
account. We've reserved this week “For Men Only.” 

Come in now and let us help you add that final touch! 

Cordially yours, 
BLANK COMPANY, 

Jewelers. 
“For the duration of the promotion all the newspaper 
ads should be built on the same theme, starting with a 
large one placed preferably on the sports page. Reduced 
size ads carrying the same theme should be used at other 

times during the week. Copy should strike this note: 

Why should men be neglected in the style scramble? 
’Course they shouldn't! Men are superior creatures any 
way. We'll help you correct many sartorial oversights 
by adding (at a very small cost) that needed “dash” to 
your appearance. A key chain ... gold cuff links .. . 
a tie chain... and, presto! There’s a new feeling when 
you greet HER that night. Stop in this week and lets 
help you make amends. 


“Copy should also explain the ‘why’ of the illustra 
tion and should have a line in italies ‘See our North 
Window.’ 

“All signs should carry the same theme as the news 
paper ads, and should carry two or three lines of copy, 
hearing the essentials contained in the ad. 

“The background for our window will be a photo 
montage, using illustrations from such magazines as 
Apparel Arts and Esquire. The figurine is just like the 
picture on the mailing piece and in the ads. A scroll 
tvpe of theme sign is placed near the figurine’s feet, 
done in black and white, using long, thin letters. Bricks 
fashioned of wood, and covered with a dark velvet, hold 
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ing the men’s items, are artistically arranged. The 
theme signs explain the different types of dress group- 
ings. A Mite-lite is placed about two feet from the 
figurine, throwing the silhouette on the photo-thontage. 
Price tickets should go on each item. 

“The interior display should be treated similarly to 
the window, but without the montage, and should have 
either a full figure or just the bust of a man. A table 
would be best for the display, and should show a com- 
plete assortment of items which men should have and 
want. Your clothing store will be glad to lend you the 
men’s forms. 

“Esquire will furnish you at small cost, blow-ups and 
bas-reliefs of its covers, which you can use, together 
with pages cut from the same magazine which show the 
newest in different types. of dress, such as tuxedos, full 
dress, business suits, etc. If you mount these pages on 
easeled cardboard and write on the same card or on an 
adjoining card a message saying that these bits of 
jewelry are necessary for sartorial perfection, and that 
you stock these items, you can help your store out of 
the men’s jewelry rut.” 


MODERNIZATION FORUM 


@ 70 aid its readers in redesigning, modernizing and improving 
their stores, THe Jeweiers’ Crrcutar-Keystone has retained 
Murray M. Pearlstein, nationally known authority on jewelry 
store layout, as consultant. These services are entirely without 
charge, except when elaborate, individually prepared designs 
are requested. In stating your problem please be explicit and 
include if possible a sketch of the part of the store under dis- 
cussion. Write Mr. Pearlstein in care of this journal, 239 W. 
39th St., New York. You will receive a direct reply. 


AINTING WALL CASES—I read with interest 

your answers on store modernization in the Sep- 
tember J.C.-K. I am going to redecorate my store, and 
since I have about the same layout as one of those 
mentioned I have decided to paint the ceiling white 
and the walls a pastel shade of blue. What I wonder 
about is the fixtures. My wall cases and floor cases 
are modern walnut, but the tables used on the opposite 
side of the store as well as the shelves above them are 
imitation walnut. Open cases farther back in the store 
are painted ivory and are used for dinnerware, gift 
items and pottery. What treatment would you use on 
these open cases and shelves? Do you advise a light 
background for the closed wall cases? My store is 15 
by 60 feet with an east front. I have drawn a rough 
sketch below. C. E. R. 


Answer-—-We are pleased to note that you are using 
the colors suggested by the Modernization Forum for 
your repainting. Apparently your tables and open wall 
cases are used for gift wares, and, if so, should be 
painted. I suggest a dark French Gray, which you 
will find is a neutral background for gift and silverware. 
For the closed wall cases, I would suggest a light back- 
ground, such as pastel ivory, blue, or tearose. 


W INDOW LIGHTING—As I am about to change 


the lights in my window, I would appreciate your 
advising me as to the best reflectors to use. N. L. 
Answer—Many reflectors can be used for your win- 
dows. The most popular and most efficient are those 
manufactured by the Pittsburgh Lighting Co. or the 
Curtiss Light Co. 
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A WATCH CONTEST THAT TICKED | 
(From page 53) 


week was set aside for Hamiltons, another for Elgins, | 
and still another for Walthams. 

In each case we promoted each make separately in the 
newspapers, direct mail and in the windows. During the 
Hamilten week 35 Hamilton wrist watches were sold 
(11 of No. 992 and two of No. 950), together with a 
number of other makes. This record was practically 
duplicated during the succeeding Elgin and Waltham 
weeks. 

The cost of running the entire promotion was about 
$700 and it was a bargain. Many new friends and new 
customers were made. Not only did the contest get the 


we completedour nev eV 
| b etch prior to increased costof 
é merchandise. Thus we are ag | : 





people into the store, but what’s more important, it gave 
us fresh ideas from all classes of people on what inter- 


ests them. For, when all is said and done, it is keeping | 
in tune with the ideas of the public that gives a store its | 


greatest appeal. 


Prize-winning ads used various media and featured | 
many departments of the business. A cartoon treatment | 


won first prize. A radio program and direct-mail sug- 


gestion got other awards. Departments of the store that | 


were the subject of various prize-taking ads included: 
Diamonds, silver, clocks, railroad watch inspection and 
watchmaking. One poem that was submitted copped an 
award. 


DIRECT SELLING GETS NEW ACCOUNTS 


Harry Lowenstein, manager of Lowe’s in Richmond, 
Va., found that putting on an outside sales promotion 
campaign for three months on aluminum ware in Sep- 
tember, October and November proved successful in 
developing new accounts. 

In fact, it was surprisingly successful, in as much as 
the unit of sale was $29.95. The store wished to open 
new accounts for the purpose of selling them jewelry, 
silverware, watches and diamonds for Christmas. And 
these purchasers did actually turn out to be good holi- 
day customers. 

The salesmen brought in the applications which were 
then checked through the usual channels, and the store 
made its own deliveries. 

Lowe’s had one man in charge and from four to ten 
men in a crew, with an average of three. From Mr. 
Lowenstein’s experience, he recommends that some one 
who has had experience in outside selling be put in 
charge of the entire operation. 


$300,000 NECKLACE ORDERED 


LONDON—A few days before hostilities opened a 
well-known jeweler here commenced work on a $300,000 
necklace order for a customer who did not wish his 


identity to be disclosed. The fringe at the base of the | 
necklace is to be formed of 1500 pearls. Emeralds | 


suspended from this pearl fringe will be held by tiny 
baguettes. Diamonds are woven into the general design 
and the long oval clasp is also of diamonds. It is esti- 
mated the matching and graduating of the pearls alone 
will account for several months’ work—before the general 
design of this exceptionally important piece is assembled. 
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GITRINE 


(Tepaz Quartz) 


by ROBERT M. SHIPLEY 
President, 
Semological Institute of America 





HEAT TREATMENT changes quartz crystals, left, from violet 
(amethyst) to yellow (citrine.) Right, a naturally yellow 
citrine crystal. Photos by American Museum of Natural History. 


Y what other names has citrine been known in Q.—Is this color permanent? 
? - 
ihe tonto? A.—Yes, the color is permanent and there is usually 
A.—By the names of “topaz,” “occidental topaz,” no attempt made to separate the natural colored gems 
“Indian topaz,” “Spanish topaz,” “Madeira topaz,” from the heat-treated gems. All are called citrine or 
“false topaz,” and “gold topaz.” topaz-quartz. 
~ i i i 4 . 2 s 4 « 
Q.—Are these names incorrect and misleading? Q.—How does genuine topaz differ from citrine? 
A.— Yes, citrine is the correct perontag - ie perme “ A.—Genuine topaz is harder than citrine, but the 
red-orange (sherry ) que gems. The use of the name hardness test is not practical. The specific gravity is 
“topaz except as a prefix (topaz-quartz) to denote higher in genuine topaz. Because of the distinct differ 
wel word ” misleading. In the mapseaas ee as ruby ence in the refractive index, a test on a refractometer is 
spinel is correct but “spinel ruby” is misleading. the surest and quickest method of distinguishing between 


aaa ‘ . ‘ the stones. 
Q.—May citrine be sold on its own merits without ee 


eference to topaz? , 
‘ Q.—Is citrine sold as a birthstone? 


A.—Yes, it surely can. Citrine is a gem of real ap 4 


— . mn : Yes, it is sold as the November birthstone, as is 
peal in its own right. The transparent yellowish-green 


a also topaz. 
to yellow-green gems are beautiful. Just as the lavender I 


through purple quartz gems (amiethyst) are beautiful 


and are sold on their own merit. As a matter of fact. Q.—In what forms of jewelry is it effective? 


the citrine gems are more transparent than the amethyst A.—Citrine makes lovely ring stones. If the paler 
gems. gems are preferred, they should be step cut. For men’s 


ring stones the brilliant cut is more suitable. Beads cut 
from citrine are exquisite and with the high throat line 
now in vogue, a short string or choker of rather large 


Q.—By what correct names, then, should I sell 
these gems? 


oe LJ 4 ”? ae > Ld 
A.—By the name “citrine” or topaz quartz” in the beads is especially becoming to the blonde or the sun 
United States. In Europe only citrine is permitted. tanned complexion 


.—Are these names generally approved? : ; ’ ° 
Q & 7 3PP Q.—Is there any special information regarding 


A.—While it will take some time to convince the citrine I should give my customer? 
jewelry trade that the former incorrect names must be 


; _ .—It is always wise when selling any of the quartz 
dropped, the Federal Trade Commission, the Inter- A.—It is always w . Ae. aii 


gems, to warn your customer that they will scratch if 


national Congress of Jewelers in Europe and the Ameri- : ae ; ‘ 
given too hard wear or if kept loosely in a jewel box 


can Gem Society have ruled against citrine as topaz. , 
with harder gems. 


Q.—Where is citrine principally found? 


A.—In Brazil Q.—Will this affect the sale? 


A.—-On the contrary, women have long been accus 


Q.—Is it found in the shades of yellow mentioned tomed to buying white garments, fragile furs, and other 
before? items of apparel requiring care. You should always add 
A.—Yes, and transparent crystals of quartz from that if the gem becomes scratched through long or care- 
amethyst to smoky quartz are heat treated with result- less wear it can be repolished at a small cost with no 

ing beautifully light and dark yellow gems. damage to the gem. 
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MICHIGAN NEW JERSEY Kaplan, Lazare, & Sons 
Fraser Newark ‘ 
Erdmean-Berg Schuman & Donchi Ma..delbaum, Jacques, 
Wefferling, Berry, Wall- ne. 
MISSOURI raft Co. Untermeyer-Robbins Co 
st. Joseph 
Crevisten, & Bon Jly. NEW YORK PENNSYLVANIA 
St. Louis Buffalo wee ~ 
Bauman-Massa Jewelry Petersen. Max, & Co Meyer, ©. d+» . 
Co. Reich, M. A. OHIO 
Maschmeyer- Richards New York City 
Silver Co. Franklin, Louis, Co. Cincinnati 
Kansas City Hartzberg, J. & L. Jacobs, D., Sons Co, 
Ross- Beck Leveridge, A. D. Silverman, 8., Co. 


MORTON'S LETTERS RESELL CUSTOMERS 


RDINARILY where an installment account is paid 

up, it is customary for the credit jeweler to send 
out a series of letters to see whether or not the customer 
can be sold again and the account reopened. In some 
cases this proves successful, in others not. 

Louis M. Brodie, manager of Morton’s in Richmond, 
Va., conceived the idea of getting the jump on the ac- 
count before it was closed by being fully paid up. In- 
stead of waiting until an account is completely paid, he 
decided to start his series of letters just before the last 
few payments, 

Each month as the office staff pages the ledgers they 
are instructed to watch out for accounts which are al- 
most paid up and indicate by a mark that a letter is to 
go out to that individual. 

By using a series of three letters, Mr. Brodie has 
found that this method has increased their volume of 
business. Unit sales resulting from these efforts were 
large. 

And since the office has to page the ledger anyhow 
once a month, it requires little extra effort, when they 
see an account getting low, to make a note of it. 

There is a definite sequence between the letters. If 
the first does not bring a response a second is sent out 
and if that fails to bring a reply, the third letter is 
mailed. Usually one of the three can be counted on to 
produce the desired results. 


INVENTS CLOCK-DRIVEN GLOBES 


JEWELER was among those who participated in 

the Inventors’ Day exhibition, at the New York 
World’s Fair on Sept. 19, when scores of devices for 
doing all sorts of things designed to make life easier or 
more enjoyable, were shown by American inventors. 
The Jeweler, A. R. Farreny, of Media, Pa., displayed 
a number of clocks, surmounted with either terrestrial 
or celestial globes, for indicating the time in any part 
of the world, or the position of celestial bodies at any 
hour of the day or night. 

Mr. Farreny’s invention is the application of a driv- 
ing means for a globe, operated from the rear end of 
the center shaft of a spring or electrically driven 
clock. Power is transmitted to the shaft revolving the 
globe by means of a worm gear. The globe may also 
be operated manually and independently of the clock 
movement. 

The geographical globe revolves with the relative 
motion of the earth, and the celestial globe shows the 
relative positions of the stars, planets and constellations 
at any particular time. The clocks are claimed to be 
of especial value in classrooms and in shipping and 
aviation offices. Clock movements in general use are 
adaptable to Mr. Farreny’s apparatus. 
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WEALTHY Mrs. S. spends $2,000 a year 
with you. Young Mrs. S. spends $75...... 
“Orienta’’ Cultured Pearl Jewelry is made for 
such prize customers..... 


It bears a LIFETIME GUARANTEE. 
LEYS, CHRISTIE & CO.. 65 Nassau St., New York 





CULTURED PEARLS 





AUSTRALIA AND U. S. COSTUME JEWELRY 

A good market for American-made costume jewelry 
exists in Australia, according to the Specialties Division 
of the Department of Commerce. 

In 1937, Australian imports of jewelry classified as 
“rolled gold, under 9 carat and imitation” from the 
United States were valued at 19,407 pounds sterling. 
Last year, the United States was second only to Czecho- 
Slovakia as a supplier of jewelry to Australia, with 
exports valued at 32,669 pounds sterling. 

Unset precious stones are free of import duty in 
Australia. Most of the other types of jewelry imports, 
including costume jewelry, is dutiable at preferential 
rate, intermediate rate and general rate. The United 
States is the only supplier subject to the general rate. 

Despite the tariff handicap, American jewelry is fea- 
tured in Australian department stores and_ specialty 
shops in preference to jewelry originating in Germany 
and the former Czecho-Slovakia. 

Items for which an Australian market exists include 
ladies’ compacts with a single powder compartment; 
metal bands in various finishes for wrist watches; silver 
pencils, pen stands, combination cigarette cases and 
lighters; red rolled gold cigarette cases for ladies; 
gentlemen’s enamelled cuff links, chain connected; dress 
studs, tie chains; imitation gold and silver chains for 
dress wear; ladies’ brush sets containing brush, comb 
and mirror; gentlemen’s brush sets containing hair 
brush, clothes brush, razor and shaving brush. 

A list entitled “Jewelry-Importers and Dealers,’ 
cluding the names of such agents, may be had from the 


, 


in- 





Commercial Intelligence Division, the Department of 
Commerce, for ten cents per copy. 


KEY TO MEN'S JEWELRY ILLUSTRATED ON PAGES 56 AND §7 
Page Top panel, pocket knives from J. F. 
Sturdy’s Sons Co., Swank Products, Krementz & Co., 
B. A. Ballou & Co.; Veri-Thin Precision pocket watch 
by Gruen Watch Co.; yellow gold and midnight blue 
silk fob by Krementz & Co.; Dickens vest chain by 
B. A. Ballou & Co.; synthetic ruby and gold ring by 
Ostby & Barton Co.; dress set of rhinestones and 
mother-of-pearl by Jacques Kreisler Mfg. Co.; yellow 
r.g.p. belt buckles by Swank Products, Krementz & Co., 
R. F. Simmons Co. Lower left, Waldemar chains by 
Hadley Co., R. F. Simmons Co., J. F. Sturdy’s Sons 
Co., Krementz & Co. and B. A. Ballou Co. Lower right, 
tie clasps by Swank Products, Krementz & Co.; bill 
clips by Swank Products, B. A. Ballou & Co.; chain tie 
clasps by B. A. Ballou & Co., R. F. Simmons Co, 

Page 57: Upper left panel, star sapphire and plati- 
num rings by Jerome Richheimer; karat gold identifica- 
tion chain, sterling silver belt buckle and karat gold 
cigarette case by Gold Bros. Upper right, key chain by 
Swank Products, key loop by B. A. Ballou & Co., key 
chain by Krementz & Co. Lower panel, collar bars by 
Krementz & Co., B. A. Ballou & Co., R. F. Simmons 
Co., Swank Products; combination cigarette case and 
lighter and cigarette lighter by Evans Case Co., cigarette 
lighter and combination cigarette case and lighter by 
Art Metal Works; cuff links, top to bottom, by Krementz 
& Co.. Swank Products and B. A. Ballou & Co. 


56: 























THE HIT OF THE FASHION SHOW AT 


On first glance, the outstanding feature 
of this elegant Jade Set is its beauty .. . 
But one soon discovers its remarkable 
versatility . . . Through hidden clasps in 
the chain the entire necklace is detach- 
able in sections so that the centre piece 
becomes a brooch (with pin), the rest a 
choker or 2 bracelets in addition to the 
one already in the set. The gold chain 
is exquisitely fashioned. Other outstand- 
ing pieces in Jade and other precious 
stones. 


Walter Lampl 


20 WEST 47th STREET 


NEW es YORK 


Lamp! proudly presents a 
Jade Necklace-Bracelet Set. 


RECENT A.N.R.J.A. CONVENTION . 


*CREATORS of the UNUSUAL—AS USUAL 










THE 


(Reg. No. 
13280) 


Manutacturers of 


@ ORIGINAL CREATIONS IN JADE and other semi-precious 
stones mounted in Gold and Silver. 


@ Highly Styled GOLD COSTUME JEWELRY. 
@ PLATINUM and GOLD WALDEMAR CHAINS. 
@ Unusual Compacts (Patented) @ STERLING SILVER JEWELRY. 
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JACQUES KREISLER MANUFACTURING CORP. 136 W. 52 ST. N.Y. C. 
THE JEWELERS’ CIRCULAR-KEYSTONE 81 


for October, 1939 




















IDING the jeweler to sell more sterling by helping 

him dramatize the showing of it to his customers, 

was the keynote of the cooperative exhibit by members 

of the Sterling Silversmiths’ Guild of America at the 
recent convention of the A.N.R.J.A. in New York. 

In the great Basildon Room of the Waldorf-Astoria 
six leading style authorities—editors of America’s fore- 
most magazines of fashion—creators of new ideas and 
modes in the art of gracious entertaining—each pre- 
pared a table setting to demonstrate the intriguing pos- 
sibilities available to the hostess of today. 

Every occasion was included—tables for breakfast, 
luncheon, tea, buffet supper, formal and informal din- 
ner—each complete to the last detail of napery, glass- 
ware, china and decoration, as well as silver. Appoint- 
ments of each table were selected with an eye to harmony 
as well as dramatic effect, and each was built around a 
pattern of a different silversmith. 

For the formal’ dinner table shown above, Mary 
Holmes of Vogue selected Francis I by Reed & Barton. 
The pale grey damask tablecloth and napkins were 
Gibbon & Co.’s “Medici Scroll” whose design derives 
from the same historical period, and the glassware was 
cut crystal in the “Apollo” design from Cataract & 
Sharpe. Deep wine red flowers massed in silver shells 
gave a contrasting color. Since the table was set for 
a formal dinnér, an unusually large amount of flat silver 
was. used. 

For informal dining (at upper right), Alice Richard- 
son of’ Harper’s Bazaar created a stunning effect on a 
tablecloth of maroon damask with a wide satin ‘stripe 
on which were laid out Gorham’s Gadroon flatware, a 
harmorizing pattern in china by Wedgwood, and repro- 
ductions of antique glassware from Plummer’s. Note 
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Style Authorities 
Show New Ideas 


in Table Settings 





the arrangement of three persons at each side of the 
table, and decorations placed at the ends. 

The table for afternoon tea (lower right), by Frances 
Heard of House Beautiful was built around the theme 
of old lace. Towle’s “Old Lace” silver, an antique lace 
tablecloth, Wedgwood china with a lacelike decoration, 
and a daintily arranged centerpiece of fruit in delicate 
colors carried out the central motif in a manner to cap- 
ture the feminine heart. 


In striking contrast and illustrating the wide variety 
(Please turn to page 84) 
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make money 
with Christmas 
match-ups 


00. a ht Stamp 
may bring 
you &.30 





Q@orham’s monthly messages, 
addressed to America’s marriage-mind- 
ed young sweethearts, create a match-up 
market unequalled by any other silversmith. 
This year, with solid silver alluringly low-priced, you 
have a real chance to cash in. 

Every Gorham family . . . some of them five-generation Gorham users... 
is a prospect for additional matching, pieces. Scores of active and so-called 
inactive designs can be matched and completed by Christmas...for pres- 
ents, or for family gatherings. Send us names of all your Gorham Ster- 
ling owners during October. We circularize the complete mailing list 


about December Ist. You merely pay the postage. 


If you have not already been farsighted and sent us your list, mail this 


NOCTURNE GREENBRIER 
Place-setting $17.17 Place-setting $16.92 


coupon today. 
(Retail prices as featured in 
Good Housekeeping) 


We plan to send you a eee names for Christmas match-up mailing; - 




















JEVELER : : eee 
STERLING SO aires incnensietcneteiinei eames Aiaiaberaae ineiebaianie 
America’s Leading Silversmiths « SINCE 1831 ote gh ge 
PROVIDENCE, R. I. ClyY STATE raseummapis4 
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TABLE SETTINGS (from page 82) 


of treatments to which fine sterling lends attraction was 
the buffet supper table (top of page) by Elinor Hillyer 
of House and Garden. Severely simple in appointment 
and decoration, the silver was International’s “Prelude” 
pattern with Finnish glassware in the modern Scandi- 
navian note and plainly banded Royal Doulton china 
laid upon a plain beige organdy tablecloth. A graceful 
touch, brightening the otherwise chaste severity of the 
table, was provided by an old Bristol glass epergne filled 
with colorful fruit. 

The luncheon table shown at upper right, arranged 
by Angusta Patterson of Town and Country magazine, 
employed still a different note. Upon a tablecloth of 
Spanish linen with an ornamental cutout design sug- 
gestive of the seventeenth century, were arranged Wal- 
lace’s Rembrandt sterling with china by Vernay and 
glasses by Plummer in styles of the same period. An 
unusual and striking decorative note was provided in 
the central arrangement consisting of two bronze figures 
with a mirror plaque between. them upon which were 
arranged a group of colorful seashells, repeating the 
motif of the decorations bordering the china. Flat shells 
were used as butter plates. 

The breakfast table by Helen Koues of Good House- 
keeping (lower right) was a demonstration of how this 
utilitarian meal may still express the idea of gracious 
living. Contrasting with a cloth of plain white linen, 
dark blue service plates of fluted glass bore fruit cups, 
while an amusing centerpiece of two Blackamoor fig- 
urines at either side of a shallow glass bowl of brightly 
colored glass fruit lent a note of gayety. Silver was 
the Charles II pattern by Lunt. 

The whole exhibit was conceived by and executed 
under the direction of Charles Gregory whose vision 
and imagination has provided an invaluable series of 
inspired suggestions for the retail jeweler to use in his 
own displays and selling. 

It’s no secret that the success of many a jewelry 
store’s silver department lies in great part in one or more 
tables which are constantly set for breakfast, lunch, 
afternoon tea, buffet or formal dinner. 
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The charm of the table settings presented herewith 
comes not only from the lovely silverware that has been 
selected, but also from the inspired use of smart and 
distinctive linen, china and stemware. The candelabra 
suggest the glow of candlelight. Fresh flowers or fruit 
add further animation. 

The photographs from which the pictures on this and 
the preceding page are reproduced are available to any 
retail jewelers who desire them. They will prove useful 
in many ways—as models for table setting displays in 
your own store or at women’s clubs, flower shows, and 
the like—as window display material—as a guide to 
beautiful and dramatic table settings to inspire customers 





to purchase more and better silver, and as a series of 
helpful suggestions to brides in the planning of their 
tables and the selection of flat and hollow ware. 

The photographs may be obtained from any of the 
six cooperating silversmiths or from the headquarters 
office of the Sterling Silversmiths’ Guild, 20 W. 47th 
St., New York, N. Y. 
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Cut Price Promotions 
—Help or Headache? 








Time: The Present—an evening in early summer. 


Place: The living room in the home of Mr. and 
Mrs. John Q. Public. 


OHN Q. is engrossed in the evening paper, while 
his wife flips the pages of this month’s “Perfect 
Ladies’ Companion.” Suddenly Mrs. Public speaks. 
“John,” says she, “we really need a new lot of furni- 
ture for this room. The upholstery on this is worn to 
shreds and the springs and wood are so battered I don’t 
think it would pay to try to have them fixed up.” 
“T guess you’re right, honey,” John replies, “but let’s 


_wait for the August sales—they’re only about a month 


away. 

That same evening John Public, Jr., is calling on 
Mary Smith whom he is going to marry in October. 

“You know, sweetheart,” says Mary during one of 
their lucid intervals, “I’ve been thinking, we ought to 
buy our furniture next month while the sales are on 
instead of waiting until fall and having to pay the full 
price.” 

“You darling,” breathes John, “what a lucky guy I 
am to have a girl who is such a help as well as being 
so adorable. As always, you’re absolutely right—we’ll 
go shopping next month.” 

That’s a fair sample of the situation that the retail 
furniture trade has brought upon itself by regular 
periodic cut price sales, and it’s exactly the situation 
that we’re likely to have before long in plated flatware 
if the present practice of semi-annual 40 per cent off 
promot:ons is continued. 

Retail jewelers throughout the country are becoming 
seriously concerned over the prospect. Within the past 


“40% OFF'' PROMOTIONAL ADS IN ONE NEW YORK NEWSPAPER 


MACY’S ANNOUNCES THE 


! 
“SILVER RUSH” OF 1939! A PHENOMENAL SALE! 


6 teaspoon ; 
$ 


Cat4 
1 


6 tablespoon, “ 





two weeks many letters have reached us from retailers 
all over the country, expressing their opposition to the 
practice. A least two or three state associations have 
adopted resolutions condemning it and urging manu- 
facturers to discontinue it and the recent conventions of 
the ANRJA and the NACJ expressed their definite 
opposition to the scheme. 

Silver manufacturers by continued emphasis upon 
such promotion are antagonizing their jeweler cus- 
tomers, who, because they are in closer contact with 
the buying public, are perhaps more clearly aware of 
the evils that are likely to result from these repeated 
cut-price sales. 

The public is rapidly becoming educated to the idea 
that these sales are and will continue to be a regular 
periodic event and that they can always get this special 
cut price by simply waiting and watching for the sales 
announcements. 

That statement is not a mere figment of the imagina- 
tion nor is it merely the reflection of the fears expressed 
by retail jewelers who are rapidly awaking to the long- 
run dangers inherent in this type of merchandising. 

Within the past few weeks we have asked many women 
acquaintances, who are in no way connected with the 
silver or jewelry industries, how they would go about 
buying a set of plated flatware and with only one excep- 
tion the first reply has been, “I’d watch the ads for the 
half price sales.” 

This means just one thing—that the public now looks 
upon 40 per cent off as the right and regular price for 
plated flatware and considers it foolish to buy at other 
times. The inevitable result is bound to be, sooner or 

(Please turn to page 97) 
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No. 9709A Sterling Silver Tea Se?. Hand Chased Queen Anne flutes. Weight 86 ozs. 
pe NIN cn a alate he rec b es 2 Veda ee ikae uaene Ran ste eu eacahaneeeiiakuseens $225.00 
No. 649A Sterling Silver Tray. 24” long, Hand Chased. Weight 81! ozs..... $225.00 








No. 1008 Sterling S:lver Bowl. Hand Chased, 


. 5 ” ° 1 ” + 1 : h 
No. 986QA Sterling Silver Candlesticks. Hand Chased Queen Anne flutes, a a ee ee 
$13.85 


Height 414”. Butler finish. ws , ‘ 

Also Plain, no chasing, bright IE ic cio ald tak ..$9.25 Illustration one-quarter size 
No. 1005 Sterling Silver Bowl. Hand Chased Queen Anne ‘flutes. Height 

wie” GRRE OR. IRD TRIER ood vdasccaccansccsiccscacccsneves $27.75 

Also Plain, no chasing, bright finish... ..........ccccccctsecesccacees .$23.15 


HIS group of hand chased Queen Anne Ster- 

ling hollowware is typical of the master styling 
to be found throughout the Manchester lines. 
Many numbers match famous Manchester flat- 
ware, and are notable for their beauty, weight 
and finish. Retailers, numbering into the thou- 
sands, are profiting by the steady sales of 
Manchester sterling. If you are not included 
among them, it will pay you to investigate the 
Manchester setup — which includes 22 popular 
flatware patterns—extensive hollowware lines— 
at prices that are sure to interest. 


Manchester Sterling is currently advertised in 
Ladies Home Journal and Good Housekeeping, 
reaching over 5,000,000 readers. 








No. 9699A Sterling Silver Water Pitcher. 9/2” high 


G., ‘ overall. Capacity 4!/% pints. Hand Chased Queen 
Vi f ‘7, f Rae TMS bik aa ica cecnaaiakaineiaes Price, $52.00 


Illustration one-third size 


_——— 


STERLING 


Guatanlad | NI nNCHESTER SILVER Co. 














einem: Providence, x..2. 








** MANCHESTER STERLING *«** 














A November children's party table is represented in this 
window of Hall's, which shows silverware and pottery on 
an ecru, brown and orange cloth. 


T’ Thanksgiving the dinner table takes the center of 

the stage, and the more attractively the jeweler’s 

lines of silver, china and crystal can be presented, the 
larger volume cf business will result. 

A decidedly clever idea was that of The May Co., 
Los Angeles, which linked up with the popular stage and 
film play “Dinner at 8.” To add eclat, the setting of 
the table was personally supervised by Miss Billie 
Burke, one of the stars who appeared in the play. This 
was only one of a series of Thanksgiving tables arranged 
by this firm—the themes running the gamut from formal 
dinner to a party for the very young people. The half- 
page ad was illustrated with half a dozen service plates, 
cups and saucers, and stem ware of the highest quality, 
at prices ranging upwards to $150 a set. The ad was 
appropriately captioned: 


For the hostess of modern good taste who wants to 
DINE GRACIOUSLY THANKSGIVING 
Aristocrats of the china industry—Theodore 

Haviland, fine Bohemian, gold encrusted. Luxu- 

rious, nationally known, clear ringing crystal— 

Villars, Swedish, Chateau. These and many 

others are featured for the Thanksgiving hostess 

of modern good taste. 


Haitom’s Jewelers, Inc., Ft. Worth, Tex., showed at 
the top of their double-column ad a single place setting, 
and captioned the ad: 


IT’S TIME TO SET YOUR 
THANKSGIVING TABLE 
What do you need to make your table look 
“right” for the Thanksgiving and Christmas din- 
ners? Don’t put it off. Come in and complete 
your table setting now. 


In their ad, Haltom’s featured hollowware and flat- 
ware, both sterling and plate ; china—Spode, Wedgwood, 
Dresden and Royal Doulton, and Fostoria crystal. They 
especially featured starter sets of Reed & Barton silver 
flatware, 26 pieces, for $26. 
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Silverware Will 
Make Thanksgiving 


Tables Festive 
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“What do you need to make your table look 

‘right'?" asks this ad of Haltom's, Ft. Worth, Tex., 

inviting readers to inspect the store's selection of 
silver hollowware, flatware, china and crystal. 


Halls, Kansas City, Mo., added largely to their sales 
by featuring table pottery appropriate for a November 
children’s party. Their window display showed a table 
covered with a cloth of ecru, brown and orange, with 
centerpiece of green and orange. The table pottery was 
of yellow, brown and orange, and tall orange candles 
were set at each corner. Complementing their display, 
their ad featured silver and china for youngsters, and 
called attention to their varied line of table pottery. 
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STRADIVA®! MOZART REMBRANDT SIR CHRISTOPHER ROSE 





Through these competitive times Wallace Silversmiths have held to 


fine craft traditions in their production of sterling flatware patterns. 


The five patterns shown above are proof of craftsman ingenuity, 


inventiveness and painstaking hand-work. 


None of these fine examples of form and carving may be imitated 


in cheap sterling or common plate. 


Sales records show that these five patterns rate among the Nation’s 


best sellers today. This public favor shows the trend to better ster- 


ling craftsmanship. 
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November Ads Reap Christmas Sales 


HEN November rolls round alert jewelers get out their heaviest 

advertising guns, preparatory to a vigorous Christmas campaign aceateniienamee 
extending over six to eight weeks, The Lux, Bond & Green, Hartford, ai 
Conn., and Lambert Bros., New York, ads show how these firms last year Solitaire 
promoted solitaires and wedding bands during the pre-holiday season. 
Ross Co., Washington, D. C., ran a series of six or more attractively de- 
signed gift ads during November similar to the watch ad shown. Gold 
jewelry and topaz quartz, or citrine, the November birthstone alternate, 
are the subjects of good small-space use by Louis Esser Co., Milwaukee, 
and S. Kind & Sons, Philadelphia. “When you're buying diamonds, let 
your confidence be your guide,” slogans Schwarzschild Bros., of Rich- 
mond, Va. Whether your state celebrates Thanksgiving Nov. 23 or 30, 
the Cowell & Hubbard Turkey Day ad will be inspirational. Arthur A. 
Everts Co., Dallas, Tex., starts advertising its lay-away plan for Christmas mB srect 


She wil chooys be proud of any 1.09 you 





buying early in November. 
LUX. BOND & GREEN 
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@ matter in which the laymen should engege un- 
coumeled. He shovid seek out the most expert 
opinion, avail himsell of the most authentic sources 
and hove implicit confidence in the store at which 
he mates his purchase. 
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for your Thanksgiving Table 





Wt is @ significant fect that for many, many years 
the leading families of the Southlend have been 
accustomed te meke thew diamond purcheres et 
this store. 


Whether you have $50 or many times that amount 
fo spend, you may do so here with the perfect 
anurence that you ere getting the best pouible 
valve within the price you set for yoursell. Divided 
Peyments ave eveleble. of cours. 


CAWADASCHILD 


CHESTRUT ST. 
al BROAD 


Of what possession is any hostess more proud than 
be n. 


pproaching Holiday 


You Are Invited te See Our Exhibit of Sevipture; 
In Co-operetion With Americen Art Week 

















Carving Requisites 


5-Piece Carving Set (knife—fork and steel) $14.50 
Roast Holder 


$6.50 
Game Shears ve $8.00 








' Time... and 

' classrooms wait 
for no one. .be 

| Sure you are 
right.... 
on time! 






LAY-AWAY 
Your Christmas watch today. Pay 
© lnthe down and « lutte each 
werk, if you wish, New o 
Green Curves watches, curved to 





fit the weist 
COUNTESS . . . 17-jewet Preci 

sion movement ... yellow gold. 

filled coe. ie 

DUCHESS .. . Yellow or whice } 

gold-filled cave... 17-jewel pre- i 

MOR movement oo AOS i 

SULTANA . . « 17-jewel preci ! 

won movement . . . solid yellow ! 

gold case set with 4 fine dia 

mond m0 In your search for the 


MASTER... 15.jewel i 
jewel unusual in Jewels . . . 


movement 
id Gilled case. 29.18 











‘ 17.jewel preci. 
Dinner Services eam BB sie: 
Meat Platters, Vegetable Dishes * te pf -rper} 
Gravy Boats fror $8.50 eo. ond up MBH eee eee ee eee eee ee ithe 


Other Watches From $15.00 | 
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J HARDY HAYES 


ARTHUR A. 
EVERTS CO. 


-Vewelers. 


118 MAIN OAULAS 


Convenient Charge Accounts 


Tie COWELL HUBBARD 


EUCLID AVENUE AT THIRTEENTH ST. 
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@ Tourist alarm, by New 
Haven Clock Co., has a 
two-tone, gold-color dial 
with radium numerals. It 
comes in a leather case 
with zipper closure. $4.95. 





® Walter Lampl has designed a series of sterling 

silver charms to meet the college girls’ new fad 

for exchanging initialed heart charms to be worn 
on bracelets, chains and the like. $1 each. 


® Hurricane 
lamp style silver 
and crystal salt 
shakers designed 





@ Features of America Safety Razor by Belle Kogan 
Corp.'s new Face-Lite shaver are a for the Quaker 
built-in face light, stop-and-go start- Silver Co., North 
ing switch, and radio interference Attleboro, Mass. 


suppressor. $15.75. $3 a pair. 











@ One of the seven models in Bulova's 

1940 "Miss America” line, retailing from 

$33.75 to $37.50. Display aids tie in with 
American Airlines’ hostesses. 





@ "Adoration," 1847 
Rogers Bros.’ new pattern, 
is thoroughly in accord with 
modern taste trends, with 
its bo'd relief, slender han- 
dles, streamlined contours 
and etched borders. 


@ A practically continuous cultured pearl neck- 
lace results from the new cultured pearl clasp 
made with 14 K white gold by W. R. Cobb Co., 


Providence. The clasp itself is inside a pearl. 


® Here's Ronson's newest—the in- 

genious Lady-Pact, which combines 

within its petite dimensions lighter, 

powder box, puff and mirror, $12.50. 
Others from $10. 


@ Harry C. Schick, Inc.'s, 20th an- 

niversary line includes 14 K. brooches 

combining red, green, yellow and 

white gold with genuine colored 
stones and diamonds. 
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@ 1/20-12K gold filled two-tone 
flower spray brooch typical of the 
Speidel Corp.'s gold filled jewelry line, 


®@ Kensington's new "Constellation 

platter," below, has the sun, stars and 

constellations cut sharply on the sur- 
face. Retails at $12.50. 


® The Sterling division of 
International Silver adds 
chinaware in "Old Ivory" 
paitern to complement its 
silverware. The dinner plates 
have a half-inch sterling 
border in the "Prelude" pat- 
tern. Other pieces without 
the rim complete the service. 


@ Barbara Bates has designed the 
combination jewel case and manicure 
set shown above for C. J. Bates & 
Son, Chester, Conn. $12.50 retail. 


® Croton's Automatic watch 
made of stainless steel has a 
scratch resistant crystal. It 
is made with a black or but- 
ler dial background, both 
styles with radium numerals. 














ming ‘ils 


LIKE GEMS IN-A LAVISH WORLD 


l of catra pooh! 


Was a time when jewelers were in doubt about selling 
gift sets. But not any more. Not since Bates designed 
“Jewel-Appeal” manicure sets especially for jewelers. 
And now Susan Bates sewing kits are dois selling 
amazingly] Beautifully compact cases, with eye-appeal, 
plus contents that are useful and right. Don’t slip up on 
this chance-for new, highly profitable holiday business. 


. * ee r ‘ 
Write for déScriptive booklet and prices. 





Re. : No. 22 
> ee Lady 
. Uakess son 7%, 
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Chester; Conn: > New’ York Office: 366 Fifth Ave. +500 
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Your Customers Want 


At Clack With a Background 


for a FUTURE 
they can depend on 


With 132 years of experience, Gilbert 
is a name whose leadership is traditional in 
the clock field. Effective advertising in such 
magazines as “House and Garden” and. 
“House Beautiful” is constantly reminding? 
the public of the quality, style and all- 
around value in Super-Gilbert Clocks. 


Here is a jeweler’s line that sells profit- 
ably to a consuming public that is already 
convinced of its merits. As a product of 
America’s oldest clock maker, you can un- 
hesitatingly recommend Super-Gilberts to 
the most fastidious buyer. 


Ask your wholesaler or write us, men- 
tioning his name. 


THE Won. L. GILBERT CLOCK CORPORATION 


“Clock makers to the nation since 1807” 
WINSTED, CONN. 


58 E. Washington St. 
hicago 


607 S. Hill St. 
Los Angeles 


551 Fifth Avenue 


New York 





No. 40 “ADMIRAL” (above) 

Solid mahogany case, etched 
meta] dial, gold-plated trim. 
Height 6% inches, width 6 
inches. Choice of 8-day 


No. 30 (below) 

Solid mahogany case, etched 
metal dial, gold-plated trim. 
Height 4% inches, width 
10% inches. Choice of 8-day 
spring-driven movement or 
self-starting electric. 


RETAILS FOR $7.50 


spring-driven movement or 
self-starting electric. 


RETAILS FOR $10.00 











chad 4 BULMORE 





customer with an eye for elegance will be attracted to 
this superb example of sterling craftsmanship. Newest 
creation by Ellmore, this Queen Anne candelabrum is 
truly worthy of a regal name. Beautifully proportioned 
and designed in the fine old traditions of early English 
silversmiths, Queen Anne candelabra are fashioned with 
painstaking attention to detail— stamped (not spun) 
from fine, heavy weight metal. Ellmore sterling hollow- 
ware presents real sales opportunities—enab}eg yousto 
offer unprecedented values. Write for the*ElImore 


catalog today. 
¥ 


THE ELLMORE SILVER COMPANY 


MERIDEN CONNECTICUT 
New York: 347 Fifth Ave. - San Francisco: 830 Market St. 
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“THE FISHER LINED 
J.M.F.C 


°, 


FISHER) 


Manufacturer To The Wholesaler 


NEW 


DESIGNS 
snag 
SELF-OPENING 


FISHER 


PATENTED 


BOOK 
LOCKETS 


4 % 4 


FISHER PATENTED 
BOOK LOCKETS are 
far and away the most 
popular locket styles 
on the market; holding 
two or four pictures. 


They are produced 
in many sizes, shapes, 
and styles. BOOKS 
with EXCLUSIVE SELF 
OPENING IDEA— 
JUST THE PRESSURE 
OF THE NAIL ON 
THE LATCH — AND 
OPEN THEY SNAP. 
THE FISHER LINE OF 
1/20th 10K gold filled 
lockets is unquestion- 
ably the most exten- 


sive on the market. 
Ask your WHOLESAL- 
ER for FISHER assort- 


ment of fast selling 
numbers. 


J. M. 





For Over 50 Years 


ATTLEBORO, MASS. 
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Authentic 
Reproductions 


ro) a OF Ko ON baked bE-Jal 
IES} dct OX-s abate nia Or-baloll-t-1e lel .¢— 





ue, om 
E50?) 156 H.G.—Hurricane Lights, height—Candlestick 5%” fOr 
© TR ee eT Tee $ 9.70 Pr. 9 
1158 H.G.- 2-light Candelabra with hurricane globes— 

Se gg RRA eT rr ne re en ee 20.40 Pr 

1157 Candlestick, ais 10” (illustrated) . Ee ee 8.50 Pr 

Ee a See Aer rrr ree 6.50 Pr. 

1159 3-light—tTall Candelabra, height 10” (illustrated)... 1509 Pr 

1158 3-light—Low Candelabra, height 7”............++- 13.00 Pr 

1160 5-light—Tall Candelabra, height 10”.............. 23.00 Pr 

92 Torch Flame Ornament (illustrated on Candelabra). . -50 Ea 


ACH of the items shown in the photograph 

above is a FAST SELLER! Here’s why: 
(1). they are beautiful examples of authentic 
Old English 18th Century reproductions, (2) 
they possess the same famous workmanship 
that has made the name “Benedict” widely 
known, (3) they sell for a LOW PRICE, yet 
look like expensive merchandise, and (4) we 
guarantee them to give satisfactory service. 


You will find that this merchandise is a valuable 
profit-emaker for you because it auto- 
matically creates repeat sales as proved 
by re-fill stock orders. Besides it is.a 
builder of good-will for your store. Its 
artistic designs will appeal to your cus- 
tomers, and the amazingly low prices 
will clinch the sale. 


BENEDICT MFG. CO. 


Dept. 10, East Syracuse, N. Y. 





MAKERS of SILVER-PLATED HOLLOWWARE SINCE 1883 








“BENEDICT MFG. CO,, East Syzacuse, N.Y. 


ie Placw send me 8 x10 photo of uthenic Old englih 18h Cendry 
candlesticks, with circular giving detailed information. 


Cl Have) shat iebeladiilitivs step hand dine vt thle ieoribadiliia: 1 under 

stand thi will not obligate me. : 
COMPANY NAME 
INDIVIDUAL’S NAME 
- ADDRESS. 











STATE_ 
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Cut-Price Promotions 
(From page 86) 
later, the almost complete destruction of sales in all but 
these special promotion seasons. 
Worse than that, the continual and repeated offering 


of plated flatware at huge reductions from regular prices | 


is slowly but surely undermining the public’s confidence 
in the fairness and stability of all silver prices—and for 
that matter, im the stability and fairness of the entire 
price structure of all jewelry store merchandise. 

How can it be otherwise? What is a customer to think 
who bought a chest of flatware last week and this week 
finds smashing announcements blazoned in the news- 
papers offering a 40 per cent cut in the same identical 
goods that she bought a week ago? What is the effect 
on the confidence and good will of the customer who 
comes into the store in the week following the sale and 
finds that she is now asked to pay 40 per cent more for 
the merchandise which was featured at a cut price just 
a week ago? 

What of the credit store customer who has bought a 
chest of flatware just before the sale and with only one 


or two payments made upon it, finds that the same goods | 


can now be purchased for 40 per cent less? Isn’t she 
going to feel that she has been gypped? 

Those situations are in no way the fault of the retailer 
—they are squarely on the doorstep of the manufac- 
turers who have created them over the protests and 


against the wishes of the retailer who finds his whole 


inventory immediately depreciated by these cut price | 
drives and his customers educated to postpone buying | 


until the sale comes along. 

Legitimate clearance sales by either retailer or manu- 
facturer of patterns which are to be withdrawn from 
stock and not subsequently offered are one thing, but 


promotions based upon regular lines which the retailer | 


is expected later to sell at full list price are something 
entirely different. 


Such tactics are only destructive of good will and | 
confidence, and the amount of additional business that | 
they create—if they actually create any, which is doubt- | 


ful—is microscopic compared with the damage they do. 


If plated flatware can be sold to the public at prices | 
from 40 to 50 per cent lower than present open stock | 
prices and still yield the factories a profit, then standard | 


prices are too high and instead of periodic sales at 
ridiculously cut rates, prices should be lowered the year 
round. Such a procedure will do far more to increase 
the total of buying by the public while, at the same 
time, preserving the public’s confidence in the honesty 
and reliability of the jeweler and his prices—a confi- 
dence which is the greatest asset of the jewelry trade. 
Let’s put an end to this shot in the arm merchandis- 
ing and build on a sound and permanent foundation. 





Memphis Watchmakers Elect 


Guild No. 4, of the Tennessee Watchmakers and 
Jewelers Association, at a meeting on Sept. 6, at Mem- 
phis, Tenn., elected the following officers: Walter J. 
Cline, vice-president; E. B. Stewart, secretary; L. J. 
Thomas, treasurer, and W. C. Roy, L. A. Swan, Dr. 
John McQuirter and C. D. Taylor, directors. T. O. 
Pearson, state president, attended. 
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Out of i How Home 
of Genuine 


CHOW EMC 


ONYX INITIAL * CAMEO RINGS 


Come Bigger Sales and P rofits 
F or You 


A romance of business 
has been the growth 
of Gothic Rings...; 
originated by Kinsley- 
Kovsky . . . dramatiz- 
ing the rapid rise from 
pioneer to leader 
through a procession 
of constant improve- 

x 200 ment that is scoring 
new triumphs every year. 





In our new, larger plant, skilled 
craftsmen, using the most modern 
precision equipment, elevate hand- 
craftsmanship to a mass production 
scale ... methods that make it pos- 
sible to offer to the trade finer quality 
at lower prices. 


SELL THE ORIGINAL 


Kinsley-Kovsky Diamond 
— Initial Rings are Orig- 
inal creations. Designs are 
patented. Obviously, imitations 
must be inferior. 


Our policy of uniform qual- 
ity is your protection, a policy 
tuat means extra profits for you. 


Infringers will be prosecuted. 





X 206 


Kinsley-HKovsky 


Jewelry, Mis. Co. 







ST. LOUIS, MO. 





ae 








GET STUCK WITH 
SUBSTITUTES 


BE VERY CAREFUL 
when you buy a lot of old 
gold. There are many 
substitutes being sent to 
us, indicating that tests 


are not being made. 


There are base metals 
used in dentistry—some 
Stainless steel has been 
made up as jewelry. It 


is worthless. 





When in doubt 
send it to Dee & Co. for 


test and valuation 











beet OLD GOLD to 


&,¢0. 


DOWNTOWN OLO0 GOLO 
ANDO SALES OFFICE 
SS E.WASHINGTON ST 


GENERAL OFF Precious 
CHICAGO 


AND BLANT 
900 W KINZIE ST 





Lamp” 


Model 
Salt & 


Pepper 
Shakers 


‘‘The Gleam of Crystal— 
The Charm of Silver” 


‘Hurricane 


Here's a clever new 
shaker that is receiv- 
ing the acclaim of 
every buyer who has 
seen it. Introduced at 
A.N.R.J.A. Conven- 
tion, it is already an 
assured success, It is 
a new model of the 
famous patented 
"Vogue" Shakers, 
which cannot clog or 
corrode. Cut glass on 
Sterling base, each 
pair attractively 
boxed. they make fine 

7 gift items. Retail $2 
to $5 per pair. Model shown is a $4 reta‘ler. We also 
make a good selling line of beautifully designed and 
crafted Sterling hollowware. 


QUAKER SILVER CO., Inc. 
No. ATTLEBORO, MASS. 362 Fifth Ave., N.Y. 











KFLORN 
Frame traveling clocks. 
Exclusive design, simu- 
lated leather. Moire lin- 
ing, chrome plated frame. 
Extended stem winder. 


No. 245 fitted with a 30- 
hour well-known Amarican- 
made timepiece, fully 
guaranteed; two - tone 
motal dial, legible figures. 
chrome bezel and un- 
breakable crystal. 


Tag $4.98 
Luminous Dial $5.98 
We also offer a com- 
plete leather case ser- 
vice for all sizes of 
movements. We feature 
nuine leather cases 
tted with American 
movements and Swiss 

j-jewel movements. 





The FLORN Company 
1123 Broadway (Cor. 25th St.), New York City 

















GENUINE GARNET JEWELRY 


Unique patterns at all prices 
Memorandum shipments for selection upon request 


JOHN GLASER 


580 Fifth Avenue New York City 





CHickering 4-6094 














Melts up to 100 ounces of platinum 
quickly and cheaply. 


Burns city gas with oxygen. 


Ask for Bulletin J-73 describing Hoke melting 
and soldering torches. 








HOKE, Ine. 122 Fifth Ave. New York City 
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CHARLES MARX STEPHEN J. MARX 


toos—E DPTAMONDS omy 


American Cutting of The Better Grade 
4 


CAREFUL GRADING AS TO 
COLOR | 
PERFECTION | 

and CUTTING 


+ 


CHARLES MARX NATIONALLY 


20 WEST 47TH STREET ADVERTISED) 
NEW YORK 





Your pe 2 
ASTRA desma ad gees: EF ee 76 
AURORA 9h Aka SAG i ee TORE 
DIANA: 8 rinse TA eA LO 
LOMA OO aac ee We eee 
CIRCE "ee ee ee 
WLECTRA. “ .52..050<0 17 ce 
DAPHNE 9 oi. iiiies MMO 
VESTA: * A... ee ie 
Len (ee ee Ry 
Beautifully graduated, selected pearls with white — 
gold filigree and diamond clasps. Prices include 

fine black velvet gift case with satin sees? 




















Ya RAFT 
papnlarky priced 


GIFTS FOR THE 
HOLIDAY SEASON 


Here they are . . . in glit 
tering array . . . master- 
craftsmen’s creations in spark- 
ling chrome! Every one is 
an origination of the famous 
Everedy Company, one of the 
nation’s oldest and largest 
makers of chrome gifts. 
Smart buyers all over the 
country are enthusiastic 
about Evercraft gifts because 
of their beauty and popular 
price! The latest Evercraft 
catalog is yours for the ask- 
ing! Easy-to-read, lavishly 
illustrated and so new, the 
ink isn’t yet dry! 


























See your 










: i JOSEPH H. MEYER BROS. 
t The ¥ EVEREDY ( | ope eats woe 





3 EAST STREET. FREDERICK. MARYLAND 
NEW YORK SHOWROOM: 225 FIFTH AVE. © CHICAGO: THE ZANGS CO, MERCHANDISE MART 


| , ‘ A 
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These watches are presented to the retail jewelers of the 
country with full confidence BECAUSE they represent 
better values and a higher quality in each price range. 
Every watch is cased, timed and rigidly inspected in our 
own shops. Each watch comes to you in a specially 
designed beautiful gift box. 


You can offer these dependable new ALTON watches to 
your customers with every assurance that you are giving 
the best possible value at the price. Every watch is 
guaranteed to give long years of satisfaction to users. 





Illustrated are just a few numbers from our complete line. 
Send for our 1939 catalog in colors showing line of new 
ALTON watches, and other lines of profit making watches 
and watch cases. 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove, and 
I.D. Watch Cases 


gy 


5 South 


Wahash Ave. 


Chicago 


Illinois 
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ELECTRICAL APPLIANCE SELLING 
(From page 55) 


sells food or jewelry, they prefer to make related pur- 
chases under one roof. 

In the race for new customer contacts, the jeweler 
has 100 per cent advantage over the rest of the business 
community. The first article any young couple pur- 
chases is an engagement ring or a wedding ring. This 
means that John and Mary’s very first “home-making” 
contact with any merchant is with Mr. Jeweler. 

Many jewelers’ success with such natural companions 
to the wedding ring as domestic electrical appliances 
lies primarily in their intimate relationship to the hun- 
dreds of young couples who each year visit their 
jeweler, before the parson or the real estate agent. 

Jewelers reported that the wider assortment carried, 
the bigger the sales. Where assortments are sufficiently 
varied, one out of seven sales is a multiple purchase. 
One jeweler reported selling eight appliances to a cus- 
tomer who came in for a toaster. 

Among the many items seen on this survey were the 
electric cooker, table grill, toaster, waffle baker, perco- 
lator, iron, sandwich toaster, glass coffee brewer, tea 
maker, portable mixer with or without accessories, such 
as a speed reduction unit, food chopper, slicer, shredder, 
grater, buffer, knife sharpener, drink mixing set, juicers 
for vegetables as well as fruits, the former, incidentally, 
a good seller to vegetarians, an electric oven, roaster, 
egg cooker, corn popper, hot plate, heating pad, kitchen 
timer and clock. 

In some stores, electrical items are combined with 
other gift goods in a gift department and there we saw 
more novel items, such as an electric reading glass for 
those afflicted with poor sight, an electric casserole, 
massage vibrator and electric bottle-warmer for baby’s 
milk. 

A.check-back on sales for the 12 months directly 
preceding disclosed that departmental volume averaged 
an increase of 28.2 per cent. Aside from more aggres- 
sive merchandising of the line, the jewelers contacted 
gave two main reasons for this step-up in sales volume: 
(1) the many new and attractive items on the market, 
(2) the fact that manufacturers are giving bigger, 
speedier, thriftier units, added refinements to save time, 
and further convenience for less money. 

The study showed that if the jeweler expects to make 
maximum profits, he must carry more than just toasters, 
irons and percolators. Whether he should stock mas- 
sage vibrators and bottle-warmers is a matter of local 
trade demand, nevertheless, jewelers successful with 
electrical appliances are convinced that a limited va- 
riety means limited sales. 

The 28 jewelers analyzed on this survey showed an 
increase of 26 per cent in inventory, indicating that the 
larger stock was necessitated by the customer demand 
for larger assortments, that shoppers expect to find 
many different appliances stocked and buy readily 
where their desires are fulfilled. The increase in sales 
(28.2 per cent), coinciding as it does with the 26 per 
cent increase in stock, indicates that the jeweler can 
expect sales increases in proportion to his stock in- 
creases. 

If we accept the stock-turn of 4.7 computed as the 
average for this survey and consider it a yardstick, 
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that means that the jeweler can expect about $4 addi- newer units. Moreover, the older appliances witb 





tional in sales for every additional $1 he invests in horse-and-buggy lines earmark their vintage to guests, 
electrical appliance stock, providing, of course, that particularly when toasters, percolators and the like are 
he keeps his stock properly adjusted to local demands. used for table service. The housewife with well de- 
Under such circumstances, mark-downs will be few, the signed silverware and chinaware is seldom satisfied with 
merchandise will turn fast with minimum clear-aways. an obsolete toaster even though it still works. She 
One big advantage with electrical appliances is their wants a toaster with a bell to sound when the toast is 
all-year appeal. They are not seasonal items, hence done, a waffle baker with an indicator to tell when to 
profitless post-seasonal clearances are unnecessary. put in the batter, a drip coffee brewer for those who 
With the exception of electric shavers, mark-downs prefer drip coffee to the percolating kind. Refinements 
average only 5.3 per cent. such as these are making replacement sales long before 
Advertising charged to the appliance department the old units are incapacitated. 
averaged 3.8 per cent of sales. Jewelers covered in- The margin of 46.2 per cent shown on the composite 
vested proportionately as much to publicize electrical statement compares favorably with jewelry margins. 
wares as they did on straight jewelry. Newspaper ad- The many splendid deals offered jewelers by appliance 
vertising took 70 per cent of this appropriation, direct- manufacturers did much to maintain this substantial 
mait 30 per cent. Appliances were shown in all window gross. The departmental overhead carried its share of 
displays, not now and then, but always. rent, light, administration expense, selling expense, ad- 
Added refinements and streamlining have built sub- vertising and general overhead. The profits in other 
stantial volume on replacement sales. departments were not ascertained because we were not 
Forty-five per cent of sales are replacements; 25 concerned with that angle; nevertheless, the net profit 
per cent first-time sales of such items as electric cookers of 9.1 per cent on electrical appliances indicates that 
and tea makers, which were developed later than per- the line is making an excellent showing by itself in 
colators, irons and toasters; 10 per cent first-time sales jewelry stores where owners merchandise it aggressively. 
of the older appliances to newlyweds and others, and 
20 per cent gifts for birthdays, weddings, Christmas Panama offers a small but attractive market for 
and anniversaries. costume jewelry and the demand is fairly steady 
Eighty per cent of the replacement business was throughout the year. Costume jewelry is on the cus- 
closed with customers whose old appliances still func- toms’ free list, but there is assessed 8 per cent con- 
tioned, but they wanted the added advantages in the sular invoice fee. 




















DON’T MISS THIS PROFIT 411 ee 
ITEM THIS FALL e e e 7 HRISTY 
40 Million Sales Messages in: 


SAT. EVE. POST, ESQUIRE, LIBERTY, 
LOOK, N. Y¥Y. TIMES and others 


@ The strongest advertising campaign ever eee. ... WITH 
put behind a pocket knife will support the 244 eet SAFETY FEATURES 
Christy Sport Knife this Fall. . 


Pre-tested advertisements in 


leading national magazines @ Get your share of the business by giving 


prominent display on your counter. Stand- 
ard $1 model shown costs $7.20 doz., retails 
at $1. Full 40% profit. Order from your 


this useful pocket wholesaler or direct TODAY. 
knife. 


will send customers into your 


stores asking for 





SS RS STK TS PSC TTR TB Se se SS 
: . . CK-10 
- ere doz. Christy Sport Knives at $7.20 per dozen, 
Display card furnished FREE # F.O.B. Fremont, Ohio. (We prepay shipping charges on 
a 
with order for % doz. or 8 orders for 3 doz. or more.) 
more Standard model knives. : 
(Each knife comes in gift : PO ee ee eT eee CCE ee ee me re 
box.) ‘ 
ER TT ee a ee 
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| JEWELRY OF TOMORROW 








A NEW EPOCHINJEWELRY FASHIONS! 


L'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
now presents 


its new 3rd Edition of the coming styles: 


The largest contemporary presentation of modern 
designs and novel ideas for the jewelry. industry. 


Designed to meet the artistic, technical and com- 
mercial exigencies of the times. 


Fully illustrated 
over 400 designs 


16 pages * © 
} \Cregted and printed in PARIS 
ry. | 


i 


Subscription Rates: - 
“(payable in. advance) 


Photographic Edition Chromatic Edition 
(black and white): (colors of objects): 
Annual Semi-annual Annual Semi-gnnual 


$30.00 $20.00 $40.00 $25.00 


Remittance may be made by ordinary check. Also, if preferred, 
by bank against delivery of the Edition. 

Free with annual subscription: 
Special exclusive designs for each subscriber (minimum 6). 


Periodical bulletins of feminine fashions and other helpful 
services. 





INTRODUCTORY OFFER: 
{pecimen copies of previous issues, Photo- 
graphic (Ist. & 2nd. Editions only): 


Single pages of designs, any 


SP ere er ee $1.00 
Entire album — | complete 
Edition Ss  _. 


FULL DEDUCTION allowed of the 
above amounts with regular annual 
subscription. 











l'OFFICIEL DE LA BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8*) France 




















4326 THE DRESDEN _ 





Staple and Fancy Items in stock for immediate ship- 
ment. 


Large line of Gift Wares in both China and Glass. 


PAUL A. STRAUB & CO., Inc. 


105-107 5th Ave. at 18 Street 


Also 


New York, N. Y. 

















‘ 





Th. ‘Last Word’ we 
Handy Drink Mixers 


A FINE GIFT ITEM! 








PATENT NO. 115831 





THE “Host'’ and ‘Hostess’ are convenient accessories 
for mixing all drinks. They are designed to afford you the 
comfort of mixing your drinks without ruining your table 
top, assuring accurate contents, a palatable drink, and 
eliminating waste. 


The “Host is made to contain |'/2 ounces, the 
‘Hostess’, | ounce. Both are silver plated on copper. 


The perfect gift item for the holiday trade. 


Write for prices and further particulars. 


H. B. KAempr COMPANY 


320 Fifth Ave. New York City 
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THIS BRIDE'S TABLE IS ALWAYS SET 


ARL M. WILKINSON, 125 W. 2nd St., Pomona, 
Cal., who owns one of the smartest smaller 
jewelry stores in southern California, has majored in 
silverware for brides and has made an outstanding suc- 
cess in that line by maintaining a perfectly appointed 
table 365 days in the year with plenty of floor space 


kept sacred for that table. 
Extra glamor centers on the table from the fact that 


it is placed in a corner of the store more or less dark- 





. & 
No customer fails to see this table. 
ened from natural sunlight and then is played up by 
artificial spot lighting. The, white table cloth, tall candles, 
gleaming glass, rich service plates, and shining silver 
service stand out alluringly in»such atmosphere and 
draw people as if by instinct. to that corner of the store. 
Incidentally, no pictures or other distractions are allowed 
on the imitation stone walls. The table is the thing in 
that area and has no competitors. 

Six different patterns in silver are always displayed 
on the table, one for each cover, and six different service 
plates are also shown. The cloth used is a rich hand- 
made ‘Italian linen. 

A good working merchandise plan used by this store is 
that of trying hard to sell the bride-elect one little piece 
of silver when she, with her fiancé, comes to look at 
diamonds. If she buys nothing, Mr. Wilkinson always 
succeeds in getting her to express a preference for a 
displayed pattern, an act which furnishes leverage for 
selling to her friends and relatives later. 

“The bride’s table, conspicuous and alluring as we 
try to make it,” said Mr. Wilkinson, “draws the brides- 
elect one hundred per cent to that part of the store. I 
have never known it to fail. If it were crowded and 
fighting for its rights with scads of other merchandise it 
would never have the pulling power to make this 100 
per cent appeal.” 





HE Kansas City Gift and Merchandise Show, Sept. 

16 to 22, produced satisfactory buying from the 
43 exhibitors. While buyers were conservative, exhibi- 
tors commented on their acceptance of better merchan- 
dise at its higher price. It was interpreted that retailers 
find the public appreciative of better styling and finer 
quality, and ready to pay. There was a feeling that 
prices might advance further, even though exhibitors 
did not announce that they could not guarantee prices 
for deferred deliveries. Orders for imported goods 
were taken only to the extent of stock on hand in this 
country. 
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NON -TARNISH 


This New 3-Piece Console 
Set is Getting Them... 


Just introduced this fall...at a price as appealing as 
the merchandise... this new Console Set is merrily 
ringing the cash register. Your customers are look- 
ing for gifts making an impressive appearance. And 
nothing is quite so impressive as Sterling-on-Crystal. 


The glassware is the finest of crystal...remark- 
able for its Lrilliance and its unapproached “white- 
ness” of color. The decoration, in a pattern of 
proven public acceptance, is sterling silver covered 
with a layer of transparent rhodium, an extract of 
platinum ore, to make it NON -TARNISHING. 


This particular set has unusual appeal. The 
large centerpiece can be used for fruit or flower 
decorations, or it can be used as a salad bowl. The 
pair of candelabra are double-stick. As a value 
this set is irresistable. 


Here is an opportunity to make extra profits 
this fall. The sooner you place your order the 
more you can sell before Christmas. Write today. 


The SILVER CITY GLASS CO., Ine. 





Meriden, Conn. 
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Spode ann HATHAWAY 


The lasting beauty of Spode is ap- 
preciated by your better customers. 


Sole Agents and Wholesale Distributors 


COPELAND & THOMPSON, INC., 206 Fifth Ave., NewYork 





GET THIS PROOF OF PROFIT 


A Gree Pachet of 
STANLEY SAMPLES 





SEE HOW OTHERS IN THE INDUSTRY 
USE STANLEY METAL LABELS 


Scores of manufacturers identify their jewelry with 
Stanley Seals to build prestige and to assure repeat 
business. These rich, embossed seals say, ““Here’s Qual- 
ity”—yet are inexpensive and easy to apply on boxes or 
as tags. Retail jewelers also use them to “store-mark” 
their merchandise. 

Write for sample packet, further facts and suggestions. 

THE STANLEY MFG. CO. 
808 E. Monument Ave., Dayton, Ohio 


METALLIC SEALS, LABELS AND NAME PLATES 











Cash In 


| ON THE NEW, IMPROVED, SPRINGLESS 


NORMA une 


and order early 


3 Different Models 

| A NORMA with 2 colors—Black and Red 

| A NORMA with 3 colors—Black, Red and Blue 

| A NORMA with 4 colors—Black, Red, Blue and Green 
| A NORMA for every need 


_ 16 different styles... ... retail $1.50 to $10.00 
| A NORMA for every pocketbook 


Fully guaranteed and price protected under Fair 
Trade Act 


| Through your Jobber or direct. 


NORMA MULTIKOLOR, Inc. 
39 West 32nd Street 

New York, N. Y. 
Sole Distributor for West Coast 


| 

| 

| FRED L. LEE & COMPANY 
| 704 Market St. 
| 






a 






ae 


San Francisco, 
Calif. 


























HONESTY is not a virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 
purest and finest PLATINUM, Irid-Plati- 
num, and Gold obtainable. 

FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap Gold. 


COOPER’S POLICY of fairness and ae- 
curacy continues unchanged . . . always 














making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 


26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 
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NAC) Elects Roessler President 








13th Annual Convention Sets 
New Attendance Record; Buying 
By Retailers Hits High Volume 

Cuicaco—Faith in their country, 
faith in their industry, faith in them- 
selves was the keynote of the 13th 
annual convention of the National 
Association of Credit Jewelers held 
at the Hotel Sherman, Sept. 17-20. 
The very attendance itself was an ex- 
pression of confidence in the outlook. 
Numbering more than 6000, exclu- 
sive of exhibitors, credit jewelers 
from all parts of the country came 
not merely to look, not merely to 
talk, but to inspect merchandise and 
buy. Exhibitor after exhibitor re- 
ported that actual business trans- 
acted reached a volume that set a 
new high-water mark for recent 
years. The most casual observer 
walking up and down the aisles could 
not fail to be impressed by the sight 
of orders continually being written 
up in booth after booth. 


All available space in the grand ball 
room and the two adjoining halls was 


@ These min will guide the N.A.C.J. for 1940. 


Dockman, St. Paul, Minn., 3rd vice-president; William D. Gibson, Chicago, 
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Here's the new president, Ralph Roessler, Mar- 
jon, Ind.—a hard worker, a keen thinker, and a 
vigorous personality. 


completely filled by the colorful display, 
the showings of more than 125 manufac- 
turers and wholesalers offering every 
type of merchandise from platinum and 
precious stone jewelry through silver- 
ware, clocks, watches, men’s jewelry, 
novelty and costume lines, electrical ap- 
pliances and display materials. 
Convention sessions were well at- 
tended, the large assembly hall being 
filled at each meeting by retailers who 
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Meeting at Hotel Sherman, 
Chicago, Faces the Future 
With Confidence and Faith 





listened intently to the addresses and 
took active part in the round-table dis- 
cussions which featured some of the 
sessions. 

The beloved president of the associa- 
tion, William Gibson, who has served in 
that capacity for the past five years, re- 
peated his request of a year ago that he 
be relieved of the cares of office, and in- 
sisted so vigorously, that the convention 
was forced reluctantly to accept his de- 
cision and permit him to retire, although 
keeping him upon the board of directors, 
of which he will be the chairman ex-of- 
ficio as past president. 

To succeed him as president was 
chosen Ralph Roessler of Marion, Ind., 
who has been a director of the associa- 
tion for several years and one of the 
most active and respected members of 
its councils. 

To serve with Mr. Roessler, J. L. 
Freund of St. Louis and Edward Dock- 
man of St. Paul were re-elected first and 
third vice-presidents, respectively, while 
C. D. Kaufman, Kay Jewelry Co., Wash- 
ington, D. C., who has been a member of 
the board, was chosen second vice-presi- 
dent to succeed E. C. Maxwell, of St. 
Joseph, Mo. 

Samuel Gerson of Detroit was elected 
secretary to succeed Paul N. Hershberg, 





Officers and directors elected at the business meeting, Sept. 20, are (seated left to right): Edward 
past president; Ralph Roessler, Marion, Ind., president; J. L. Freund, 
Milwaukee, first vice-president. Standing, left to right: Lewis Litt, Chicago, treasurer; Clarence Olsen, Chicago; Jeff McEntee, Oklahoma City; 
Max Getz, Cincinnati, O.; Sam Gerson, Chicago. 
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Rochester, N. Y., and Lewis Litt, Chi- 
cago, was re-elected treasurer. 

Five new directors were added to the 
board, name‘y, A. N. Slavick, Los An- 
geles; Col. Sam W. Becker, Houston, 
Tex.; Sam Kat’, Baltimore, Md.; Sam 
Schwartz, Washington, D. C., and Jeff 
McEntee, Oklahoma City, Okla. These 
with Max Getz, Cincinnati; William 
Kappel, Pittsburgh; Clarence Olsen, Chi- 
cago, and William Gibson, Chicago, all 
of whom continue as directors, will con- 
stitute the board, together with the offi- 
cers named above. 

The resolutions adopted at the conven- 
tion were largely the same as_ those 
adopted at the 1938 meeting. The asso- 
ciation again emphasi’ed its support of 
price maintenance, endorsed the program 
of the Jewelry Industry Publicity Board, 
urged national advertisers in the jewelry 
trade to publici-e in their consumer copy 
that these products are available on par- 
tial payment plans, and expressed grati- 
tude to President Gibson for his guid- 
ance during the past year and thanks to 
the trade publications for their assis- 
tance and the Hotel Sherman and its 
staff for its efforts towards the success 
of the convention. 


Urge Fair Trade Contracts 


It was also voted that all manufactur- 
ers of nationally advertised jewelry 
store merchandise who have not already 
taken advantage of the fair trade cuon- 
tract arrangements now permitted in 44 
states under the Miller-Tydings Act be 
specifically requested to do so and that 
a copy of the resolution on this point be 
sent them. 

A further resolution commended the 
campaign of advertising and publicity 
recently instituted by the DeBeers Con- 
solidated Mines, Ltd., to stimulate the 
sale of diamonds. 

As already noted, attendance at the 
convention registered a new high with 
approximately 6000 members and guests 
in attendance exclusive of exhibitors and 
their staffs. Practically every state in 
the Union was represented, from New 
England to California and Washington, 
with even a few from other countries. 

The convention got under way Sunday 
morning, Sept. 17, with the first showing 
of the exhibits continuing through the 
afternoon, and followed by an opening 








@ Buying was brisk throughout the week. This view of a part of the grand ballroom, look- 
ing south, is typical of the way that the three big exhibition rooms were constantly thronged 
with interested retailers. 


social get-together in the College Inn of 
Hotel Sherman featured by a supper 
and floor show. 

Monday afternoon at the first conven- 
tion session, William D. Gibson as presi- 
dent, welcomed the members and guests 
in the opening address. He concluded 
with some good advice that the industry 
keep its head and its balance and not 
allow itself to be carried away by 
either fear or excitement over the war 
and the European situation, and that 
business men in general and jewelers in 
particular, keep their attention concen- 
trated on America and carry on their 
regular activities as normally as possible. 

Following Mr. Gibson’s talk, Messrs. 
W. S. Shelley, vice-president, and C. R. 
Hogen, account executive, of the adver- 
tising agency of N. W. Ayer & Son, who 
are conducting the advertising campaign 
of the DeBeers Consolidated Mines, Ltd., 
presented the facts concerning ‘it to the 
assembled jewelers. Illustrating their 
talk with many graphic charts, pictures 
and slides, Messrs. Hogen and Shelley 
showed the facts that had been disclosed 
in the exhaustive market research that 





@ Manufacturers found their new lines closely and interestedly examined, with buying plentiful. 
Three halls were required to house the exhibits, one corner of the east room being shown here. 
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was made to help decide the plan of the 
campaign, including trends in buying, 
buying habits and public tastes and the 
motives that influence the public in the 
purchase of diamond jewelry. Factors 
that led to the selection of the copy and 
art work adopted for the campaign, 
which are already familiar to most of 
our readers, reasons for the selection of 
the advertising media which are being 
employed, and the logical orderly rea- 
soning upon which the program is based, 
were all clearly brought out. 

The high-lights of the survey for the 





They hated to let him go, but he insisted. After 
five years as president, William D. Gibson finally 
had his way, and retired. 


benefit of readers who were unable to 
attend the recent conventions and wish 
more details are presented in articles in 
last month’s and this month’s issues of 
JEWELERS’ CiRcULAR-KEYSTONE. 

Maj. Alton Parker, chief of air opera- 
tions of the 'Trans-Continental and West- 
ern Air Lines, Inc., discussed the impor- 
tance of time in commercial air trans- 
portation. His talk contained many 
points that jewelers can use to advan- 
tage in the merchandising of high-grade 
watches. 

A. K. Shipe, Washington, D. C., dis- 
cussed the legislative situation in its 
bearing upon the jewelry industry, ana- 
lyzing recent Congressional laws and 
their effects and various items of legis- 
lation recently proposed, and some of 
which are pending, He dwelt especially 
upon the tax situation, resale price 
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@ The north exhibition hall showed a colorful display of a wide variety of jewelers’ merchandise 
and equipment. 


maintenance with their reference to the 
Miller-Tydings and various state acts, 
and the bill introduced at the last session 
of Congress regulating the practice of 
optometry in the District of Columbia. 
Mr. Shipe pointed out that the answers 
to many questions which might arise un- 
der the Fair Trade Acts have not yet 
been authoritatively determined—some- 
thing which can only be done by test cases 
and formal court decisions. Among these 
are matters of who has the right of com- 
plaint and enforcement, the question of 
what constitutes the fair and open com- 
petition necessary to make a product 
eligible for the protection of price main- 
tenance and possible defenses for viola- 
tions which have not yet been tested by 
the courts. 

Because of the importance of these 
and other questions to legitimate retail- 
ers he urged close attention to future 
developments. 

To open Tuesday’s session the story of 
the DeBeers advertising campaign was 
represented by Messrs. Shelley and 
Hogen for the benefit of members and 
guests who had not arrived in time for 
the Monday session. 

The emotional high-spot of the three- 
day meeting was provided in a speech 
that followed by the Hon. Jack Nichols, 
member of Congress from Oklahoma and 
sponsor of various pieces of legislation 
on behalf of the jewelry industry. Con- 
gressman Nichols was scheduled to speak 
on the topic, “Our Legislative Future,” 
but begged the permission of his audi- 
ence to broaden the confines of his talk 
to “Our Future as Business Men and 
Americans”—a topic that for obvious 
reasons was most timely and appealing. 
His rousing speech on the necessity for 
preserving American traditions and 
ideals against imported “isms,” and 
maintaining it as a bulwark through the 
present European conflict brought his 
audience to its feet in a storm of cheers. 


Commends Publicity Board . 

Introducing a plea for adequate sup- 
port for the campaign of the Jewelry 
Industry Publicity Board, H. Paul Juer- 
gens, Chicago, emphasized that the cam- 
paign of the DeBeers Syndicate, desir- 
able and necessary as it is. cannot and 
does not replace the activities of the 
Jewelry Industry Publicity Committee, 
since the former service concerns itself 
with diamonds only and that since 65 per 
cent of the jeweler’s business is in mer- 
chandise other than diamond jewelry, it 
is essential that every effort continue to 
be given to promoting the sale of this 
other merchandise as well—an activity in 
which the Jewelry Industry Publicity cam- 
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paign is the only organized effort. Con- 
t'auing the support of this drive is essen- 
tial to the welfare of the jeweler. 

A spirited round table discussion, which 
was widely participated in by attending 
members, was conducted by Ralph Roess- 
ler, Marion, Ind., as chairman. 


Promotional Patterns Hit 

The practice of silver manufacturers 
in staging promotional drives based upon 
a 40 per cent discount to the public was 
roundly and universally condemned as 
being destructive of sound merchandising 
and confidence, and as tending to create 
a situation which may ultimately lead to 
flatware being almost non-salable except 
at times of these special sales. 

It was further pointed out that the 
practice has a tendency to break down 
the operation of the Fair Trade laws 
which are so important and desirable to 
retail jewelers. The intensity of the in- 
terest in the topic was indicated by the 
fact that, as the chairman pointed out, 
every letter received by the committee in 
response to requests for topics to be 
taken up at the round table discussion, 
mentioned this as one of the sorest points 
in the industry, and one which is most 
keenly in need of correction. 

In the discussion of the perennial prob- 
lem of the retailing wholesaler and the 
industrial catalog houses which followed, 
Leonard D. Helfer, of Pittsburgh, who 
is president of the Western Pennsyl- 
vania Jewelers Association, described the 
steps which had been taken in his district 
to meet both situations. These have met 
with a considerable degree of success and 
hold many useful suggestions for adop- 


Thank these people for a smoothly run convention 

—Frank Newman, N.A.C.J. executive secretary, 

and his indispensable right-hand ''man,"' Miss 
Thelma Mendelsohn. 
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tion in other districts. Details of the 
drive in Western Pennsylvania will be 
found on page 60 of this issue. 

The trading-in of old watches on the 
purchase of a new one likewise brought 
forth many comments from members. It 
was the general feeling that while offer- 
ing a reasonable allowance might be a 
helpful stimulant to the sale of new mer- 
chandise, the amount allowed for an old 
watch must be strictly limited to prevent 
the practice from becoming an abuse. In 
this connection. too, it was pointed out 
that these trade-ins have in many cases 
been used merely as ingenious means to 
circumvent fair trade contracts through 
offering price concessions indirectly. 

Under the topic which the program 
listed as “Confidentially It Stinks,” a 
variety of unethical and prestige-destroy- 
ing methods of merchandising were con- 
demned. 

Chairman Roessler, in summing up, 
pointed out that the proper line of de- 
marcation between groups in the retail 
jewelry field is not between “cash” and 
“credit” selling, particularly since most 
of the so-called cash stores are now sell- 
ing on budget plans to a greater or less 
extent, but that the division is between 
the ethical merchants, on one side, and 
the “borax” houses, regardless of the 
plan they may use for collecting cus- 
tomers’ accounts. 

The ladies were entertained on Tues- 
day afternoon at the annual Keno party 
at the College Inn of the Hotel Sherman 
and the convention closed with the an- 
nual banquet, Wednesday evening. for 
which the association took over the en- 
tire Chez Paree Night Club. Diners were 
entertained during and after dinner by 
Abe Lyman and his orchestra who fur- 
nished the music for dancing, and by a 
fast moving and spectacular floor show 
for which Harry Richman was master 
of ceremonies. Each diner received a 
handsome souvenir in the form of a fold- 
ing traveling silk umbrella. 

Continuing a custom started several 
years ago, the Bulova Watch Co., 
throughout the entire convention held 
oven house in their quarters in “The 
House on the Roof” of the Hotel Sher- 
man. Luncheon was served daily to 
guests with the compliments of the Bu- 
lova organization. 

From beginning to end, meetings and 
exhibits were unqualified successses. The 
members of the National Association of 
Credit Jewelers may well be proud: of 
their association and confident of its fu- 
ture course’ under the alert and capable 
officers and directors who have been 
chosen for the coming year. 





Wasserman Sentenced to Prison 
As Fence for Burglar Who Stole 
$1,000,000 in Gems from Film Stars 


Los Awnoetes, Cat.—Morris Wasser- 
man, Los Angeles jeweler, convicted as 
the fence for Ralph Graham, the “phan- 
tom burglar of Bel Air,” who is in jail 
for having robbed homes of film celeb- 
rities and socialites of an estimated $1,- 
000000 in jewelry, was sentenced to 
from one to five years in San Quentin 
prison on Sept. 14. 

A report of a probation officer read in 
court after Wasserman had pleaded 
guilty to two counts of receiving stolen 
property and applied for probation, 
brought out allegations of the “phantom” 
that Wasserman not only bought loot but 
gave tips on homes to be robbed.  ~*° 








$10,000 Year-Round 
Ad Plan Begun by 


Wisconsin Jewelers 


Mu.wavkeE, Wis.— Benefiting from 
their experience with a cooperative ad- 
vertising program run last Christmas, 
Milwaukee and Wisconsin jewelers and 
manufacturing jewelers on Sept. 1, be- 
gan a year-round program of newspaper 
and radio advertising. The schedule calls 
for the expenditure of about 50 per cent 
of the campaign fund, of approximately 
$10,000, during the four months of Sep- 
tember, October, November and De- 
cember. 

The balance of the fund will be spread 
over the other eight months in amounts 
paralleling the sales opportunity for 
each month, as determinéd by the adver- 
tising committee of the Wisconsin Retail 
Jewelers Association, working in con- 
junction with the advertising depart- 
ments of the Milwaukee Journal and 
local radio station WTMJ, which media 
will be used exclusively. 

The advertising will take the nature 
of: (1) rotogravure advertisements; (2) 
large, impressive black-and-white adver- 
tisements; (3) a series of “reminder” 
advertisements, and (4) persuasive radio 
announcements every day. 

The Journal was chosen for its daily 
circulation by 247.287 and its Sunday 
circulation of 259083. The daily has a 
circulation of 84,707 outside Milwaukee, 
and the Sunday Journal has 128,659 
outside Milwaukee. Station WTMJ 
serves a population of almost three mil- 
lion in its primary coverage area. 

The purposes of the campaign are to: 
Increase the number of people buying 
jewelry; encourage jewelry buyers to 
spend more money on their purchases; 
stress the reliability and integrity of 
jewelers, show that jewelry gifts last 
longer, express more sincere sentiment, 
are worn and owned with more pride and 
cost no more, point out that the jeweler 
has the newer and finer things first and 
offer purchase terms to suit customers’ 
convenience. 

The trained copywriters of the news- 
paper and radio station will have the di- 
rect benefit of the merchandise know]- 
edge of the advertising committee, men 
who are actually in the retail jewelry 
trade. 

Timeliness will be a guiding principle 
in the preparation of all the advertise- 
ments. Merchandise will be keyed to the 
strongest seasonal and “occasion” ap- 
peals, as, for example, silverware at 
Thanksgiving time, for anniversaries and 
weddings; diamond for gifts, weddings 
and anniversaries, and watches, etc., at 
back-to-school and graduation time. Ap- 
propriate items will be advertised for 
Valentine’s Day, Mother’s Day and 
Father’s Day, and nothing will be neg- 
lected at Christmastime. 

At all times, and particuarly during 
the holiday season, the fact will be em- 
phasized that countless beautiful and 
useful gifts can be purchased in a 
jewelry store for as little as ten, five, 
three or two dollars and often less. Also, 
that the jeweler’s gift box adds prestige 
to the most inexpensive items, and con- 
versely, the ads will say that when an 
important event is to be remembered, 
nothing but fine jewelry will do. 

The guiding factors in determining the 
allocation of the amount of space to dif- 





ferent items of merchandise will be their 
importance from a volume and _ profit 
standpoint. 

Since funds for the campaign will be 
secured from many retailers having dif- 
ferent ideas of what merchandise to 
carry and to push, and because the pri- 
mary aim of this program is to sell more 
jewelry rather than any particular make, 
no brand names will be mentioned. 

Every retail jeweler subscribing will 
be linked to the campaign through the 
official emblem, a miniature of which, 
bearing the slogan “Buy Jewelry From 
Your Jeweler,” will appear in every ad. 
A replica in metal, for use in the window 
or in the store, will be loaned to the 
jeweler for the duration of his sub- 
scription. 





OBITUARIES 

Arcuie C. GARDNER, 53, jeweler at New 
Bedford, Mass., died Aug. 27, after a 
week’s illness. In 1900 he went to work 
for Reed & Barton, and in 1908 took 
employment in Kelley’s jewelry store 
which he purchased five years later. 

Perry WitxiaM Stirt, 52, president of 
the Charles S. Stift Co., Little Rock, 
Ark. retailers, died at his home, Sept. 22. 
He became president of the jewelry firm 








when his father, the founder, died ip 
1926. The deceased was a World War 
veteran, business and civic leader. He 
was a member of B’nai Israel Congrega- 
tion, of the Little Rock Consistory Scot- 
tish Rite Masons, and of Scimitar Shrine 
Temple. 

Grorce J. Harra, 68, secretary-trea- 
surer of Schutt & Haffa, Inc., died Sept. 
15, after an illness of seven months. He 
had learned watchmaking at Waltham, 
Mass., and while still in his teens worked 
in a Buffalo jewelry store. He estab- 
lished his own about 44 years ago, and 
in 1917 became associated with Louis 
Schutt, president of Schutt & Haffa. He 
was a member of the Buffalo Jewelers 
Association. 

Cart J. Wesster, 54, died suddenly on 
Aug. 21, as a result of a heart attack, 
which he suffered while alone in the store 
which he and his brother, Arthur E. 
Webster, operated at Milford, N. H. 

Max Dantets, 67, who for 35 years 
operated as M. Daniels, Jeweler, in 
Kansas City, Mo., died Aug. 28 at his 
home, 2501 N. Robinson Ave., Oklahoma 
City, following an illness of six months. 
Retiring from active business two years 
ago, Mr. Daniels had made his home in 
Oklahoma City since last January. 
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Small Danger of War Shortage in Most Jewelry Items 


Speculative Buying Risky; Rapid Price Jump 
Might Stop Sales to Public; Caution Urged 


How will the war affect my business? 
What’s going to happen to prices and supplies of jewelry merchandise 


and materials? 


What’s going to be the effect on sales? 
Those are questions on the lips of everyone in the jewelry trade these days. 


Obviously many of them cannot be answered with any degree of certainty, 
and anyone would be rash indeed to attempt to predict the future course of 
developments whose outcome is in turn influenced by other factors which are 


still unknown quantities. 


Certain things, however, do seem to be relatively clear, and in an effort 
tv supply our readers with the best information available, the JeweLers’ 
CircuLaR-Keystone has thoroughly canvassed all divisions of the trade and 


presents the following summary of the © 


situation as it appears at the present 
time: 

First and most obvious immediate re- 
sult of the war has been felt in the imi- 
tation stone trades. This trend began to 
appear even before the outbreak of ac- 
tual hostilities. 


Imitation Stones Up 50% 

Following the German annexation of 
Czechoslovakia, chief producing area for 
imitation stones, prices in the United 
States took a sharp rise due partly to 
the imposition of countervailing duties 
by the U. S. Treasury and partly to the 
fact that production and imports were 
disrupted by political upheavals. 

Since the outbreak of armed conflict, 
with the consequent complete stoppage 
of shipments from Germany, supplies of 
course have been completely shut off. 
Prices immediately jumped as much as 
50 per cent. Stone dealers were quick to 
explain that this advance in prices was 
primarily designed to conserve their sup- 
plies while they tried to arrange for re- 
plenishments of stocks. So far it is still 
not known whether they will be able to 
obtain stones through the neutral coun- 
tries bordering Germany, nor what costs 
will be added because of the higher in- 
surance and shipping charges which now 
affect transoceanic traffic. Until they are 
assured that they can obtain replace- 
ments, they say they will hold to higher 
prices and try to protect themselves as 
much as possible through the rationing 
of stones to their customers, the manu- 
facturers of inexpensive jewelry. 

However, manufacturers are fairly well 
off for the present, since many of them 
covered their requirements for imitation 
stones well in advance to carry them 
through the current season. 

Nevertheless with the cost of stones 
advancing, with new supplies difficult to 
obtain, and with increases in the prices 
of raw materials such as brass, copper 
and nickel and the tools and chemicals 
used in jewelry production, manufac- 
turers are convinced that higher prices 
for jewelry are inevitable. In most cases, 
however, lines for the current season are 
out and little prospect is seen for major 
changes in prices now quoted to whole- 
salers and jewelers for fall delivery. 

Announcement on Sept. 16 by_ the 
Colt’s Patent Fire Arms Co. of Hart- 
ford, Conn., of the production of imita- 
tion stones made of methyl methacry- 
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clate indicates that this nation soon may 
produce a satisfactory type of ornamen- 
tal stone for costume jewelry. The Colt 
product is known as Coltstone. 


Colored Gem Supply Varied 


In genuine gem materials, fairly ade- 
quate supplies are available in certain 
stones, while in others stocks are rather 
low and may be difficult to replenish ex- 
cept at substantially higher prices. 

This is especially true of the colored 
stones. One of the most important sup- 
pliers of the country stated to our rep- 
resentative that while he had in stock 
what he believed to be adequate supplies 
for several months and would avoid in- 
creasing prices until forced to do so, he 
could give no assurance of what develop- 
ments might occur at the end of that 
time. 


Insurance Boosts Diamonds 


In diamonds the prospect is that there 
will be no acute shortage of supply, al- 
though American prices have already 
advanced 20 to 30 per cent, largely be- 
cause of increased shipping costs and 
fear of inability to replenish stocks. This 
latter fear, however, seems not to be well 
founded. Although the British govern- 
ment has placed a temporary embargo 
on the export of diamonds from Great 
Britain. a director of the DeBeers Con- 
solidated Mines, Ltd., and the Diamond 
Corporation, Ltd.. informs us that pro- 
duction in South Africa is being contin- 
ued at the same rate as before the out- 
break of the war, with normal operations 
in the alluvial fields and the two pipe 
mines—Wesselton and Bulfontein—which 
have been in production in recent 
months—continuing as heretofore. This 
informant also stated that he believed it 
likely that there would be a stimulus of 
the diamond cutting industry in South 
Africa with direct shipments of both 
rough and cut diamonds direct from 
South Africa to the United States, and a 
substantial increase in the amount of 
cutting done in this country. 

That these views have a substantial 
foundation is borne out by the fact that 
the Diamond Syndicate has just an- 
nounced that the advertising campaign 
recently started in the United States 
will be continued exactly as originally 
planned—a course that would hardly be 
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followed if any serious shortage were 
expected. 

The announcement has also been made 
that diamonds will continue to be sold on 
the basis of $4.68 to the British and 
South African pound regardless of 
current fluctuations in exchange, which 
would certainly seem to indicate that a 
lifting of the embargo and a resumption 
of sales is in prospect for the reasonably 
near future, thus further insuring ade- 
quate supplies in the American market. 


Direct Shipping to U. S. 


Furthermore, the direct shipment of 
material, whether rough or cut, from 
South Africa to the United States would 
have a tendency to keep down costs since 
it would mean only one ocean shipment 
instead of three and at substantially 
lower insurance rates. 

It seems a likely conclusion, therefore, 
that the recent advances in the price of 
diamonds in the American market have 
been largely speculative and that the fu- 
ture course of events may exert a re- 
straining influence against a runaway 
market. 

Diamond stocks in the country are 
normal and sufficient to take care of all 
normal consumer demand for several 
months to come, at the end of which time 
events unforeseen today may have com- 
pletely altered the picture. 

The same statement applies to the im- 
port of Swiss watches. Production in the 
Swiss factories has been somewhat cur- 
tailed because of the withdrawal of 
many workmen for active military ser- 
vice, but it must be remembered that this 
affects only the younger men—the older 
ones are still at their benches, and a 
considerable amount of work is also done 
by women. 

Several of the leading importers of 
Swiss-made timepieces inform us that 
they have adequate stocks on hand. ship- 
ments having been speeded up through 
the summer in anticipation of possible 
difficulties, and that barring the unfore- 
seen they will be able to take care of 
customers as usual, though possibly at 
some moderate price increases resulting 
from higher costs of production and 
shipment. 


British Promise Deliveries 


As to other imported lines, the Ameri- 
can representatives of two of the leading 
British producers of china have notified 
customers that they expect to continue 
deliveries on a fairly normal basis and 
are continuing to accept new import or- 
ders for as prompt shipments as usually 
obtains. 

It must be remembered that it is an 
important consideration to all of the 
warring nations to maintain their ex- 
ports at as high a level as possible in or- 
der to obtain the necessary foreign ex- 
change with which to make their own 
purchases in the United States, and 
therefore they will do everything pos- 
sible to continue the flow of goods to 
this country. 

There ‘is, therefore, no occasion for 
jewelers to get panicky or to indulge in 
speculative buying or competitive bid- 
ding. In fact, those who do so may find 
that they have guessed wrong. The re- 
cent trend of platinum prices is a case in 
point. Platinum jumped sharply from 
$35 to $48 an ounce immediately follow- 














Sound Philosophy 
For War-Time Days— 


Level-headed sanity is America's most 
precious commodity during the European 
War. The following letter from Harold 
E. Sweet of R. F. Simmons Co., Attleboro, 
Mass., is an uncommon example of com- 
mon sense: 


"When so distinguished an authority as 
the President of the United States does 
not dare to prophesy as to the future, it 
ill becomes lesser beings like ourselves 
fo venture a prediction and we do not 
propose to do so, but we do want to 
call your attention to a bit of philosophy 
from an old friend of ours, which may 
be helpful in these times of stress and 
strain. 

"1. Keep at our task whatever it is and 
do it as well as we can. 


"2. Don't accept the conclusion that 
civilization is docm:d by one more 
war; that probably is not true even 
though our feelings and all the proph- 
ets persuade us to agree. 


. Ask ourselves if we have heretofore 
been deeply interested enough in 
civilization to try to save it, or are 
we only now interested to save it when 
about to lose it; crisis-interest and 
construction interest are two different 
things. 

"4. Create in ourselves some kind of 
faith that life is valuable and that 
any wholesale acceptance of death, 
as in war, is a denial of that value. 


had 


"5. Remember that science, religion, art, 
poetry, beauty, kindness, ‘whatsoever 
things are true, lovely and of good 
report’ are more real than war or any- 
thing else that seeks to destroy them: 
they will survive war. 

"6. Pay attention with consuming interest 
to the little things of life and the 
big things will follow their lead both 
personally and universally."’ 











ing the outbreak of war, but then 
dropped back to $40. Some of the other 
increases which have been made may 
prove to be almost equally temporary. 

Moreover, an abnormally sharp and 
sudden increase in prices for jewelers’ 
merchandise may prove a decided boom- 
erang if it outruns the increase in do- 
mestic purchasing power. Employment 
and wages in this country have improved 
slightly in recently weeks, but we are 
still a long way from a boom, and the 
public is simply not in a position to pay 
boom prices. Any effort to put them into 
effect now wi!l mean simply a sharp 
drop in buying with consequent harm 
which the jewelry trade is in no position 
to invite. 


Keep Even Keel 


The best advice that can be given to 
jewelers today is to proceed with their 
buying. with the prieng of their goods, 
and with the general conduct of their 
business in as normal a manner as pos- 
sible. One of the largest department 
stores in the country in a memorandum 
just issued to its buyers and executives 
says in part as follows: 

“The first week of the war abroad has 
witnessed an outbreak of speculative 
and somewhat panicky buying of war 
materials and some types of finished 
goods. Price advances of most commodi- 
ties have been sharp and generally not 





justified by existing stocks and probable 
demands of the coming months. In an 
effort to stabilize their markets, many 
producers have withdrawn their prices 
but the speculative fever continues. It is 
wise to appraise the situation carefully 
and seek to avoid the inevitable reaction 
that such speculative activity always en- 
genders. Domestic business will suffer 
severely if speculative buying is carried 
too far. 

“Conditions today are not the same as 
in 1914, but it will be helpful to review 
the behaviour of prices in the early part 
of the World War period. . .. Sharp 
advances occurred during August, 1914, 
in many commodities, but by October 
the index of prices settled back again to 
its pre-war level and remained there for 
a considerable time. . . . There is less 
reason now than in 1914 to warrant 
sharply rising prices. . . . The technique 
of governmental control of wartime 


prices is now well understood and can 
be promptly applied when necessary, 

“The ability of the American con- 
sumer to pay for speculative price in- 
creases must also be considered, and in 
the absence of rapidly increasing em- 
ployment and income, price advances 
are bound to meet strong consumer re- 
sistance. While the business situation 
has been rapidly improving, it could 
easily be checked by unwarranted price 
increases.” 

Along the same lines, the American 
Retail Federation has adopted a resolu- 
tion which says in part that “the duty of 
retailers to make every effort to avoid 
war profiteering is recognized,” and that 
“charges for distribution service should 
be held to the minimum required to 
cover operating expenses and a normal 
rate of net profit.” 

The resolution concludes that “unless 
speculation and profiteering are avoided 













quality jewelry in every sense of the word. Entirely 
different from electroplate gold, Gold Filled and Rolled 
Gold Plate have actual layers of karat gold on all wearing 


Research Division of GOLD FILLED and 
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ashion says 


“Wear” says GOLD 


Fashion’s swing this fall is to gold . ..in 
new colors... new, timely designs. But style 
appeal alone is not enough to attract today’ 
buyers ... and make them steady customer. 
Quality, long wearing quality is more impor 
tant than ever before. 

And that makes a wide selection of Gold 
Filled and Rolled Gold Plate jewelry a “must” 
on your list of featured items. The reasons 
are simple. 

Jewelry made from Gold Filled and Rolled 
Gold Plate is moderately priced. Yet it is 
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they may bring about an artificial infla- 
tion with its inevitably evil effect on 
American business.” 

Reasonable profits can be made from 
the volume that we can normally expect 
without mixing in synthetic prices. 
Farmers will be better off if they don’t 
have any more two dollar wheat and 30 
cent cotton, but still own their farms 
when the war boom dies away. Working 
men will do better without $20 a day 
jobs during the war period and still have 
jobs when peace returns. Businesses will 
end up with more in their tills if they 
don’t make excessive war profits now, 
but still have some customers left when 
the war is over. 

No one knows how long the war will 
last—no one can predict the exact out- 
come—no one can predict its ultimate ef- 
fect upon American business and Ameri- 
can life. But it is reasonable to expect 





that for the near future we can look for- 
ward to a comfortably increasing vol- 
ume of business if we can keep prices 
and deliveries somewhere near normal 
and proceed in as natural a manner as 
possible. 

Keep cool—don’t speculate — don’t 
yield to either panicky fear or a desire 
for abnormal temporary profits—don’t 
rock the boat. 


——__— 


F, C. PARSHALL RETIRES 


Piatrssurc, N. Y.— Frederick C. 
Parshall, who since 1920 operated the 
“Hall Mark” store as successor to Tuttle 
& Parshall Co., announced his retirement 
from business on Aug. 30. He sold the 
business to Freeman-Hascall, New 
Eng!and firm. Mr. Parshall came to the 
store as manager in 1902, and two years 
later became a partner. 





GOLD... 


surfaces. Both the karat of these 
layers and the gold content may be 
identified by markings on the article 


FILLED and ROLLED GOLD PLATE 


What is Gold Filled and Rolled 


Gold Plate? 


BULOVA UPS RADIO LIST 


In keeping with its policy as America’s 
leading spot radio advertiser, Bulova 
Watch Co. has added eight more radio 
stations to its list, so that 171 stations 
now carry Bulova advertising every 
hour, every day. 

Bulova broadcasts amount to over 
250 000 during the year, every day from 
Christmas to Christmas. With steadily 
increasing power, Bulova’s wattage (ap- 
proximately 2,000,000) is more than 
double that of any two major networks 
combined. 


BUDD & CO. REMOVES 


Co.tumsus, On10—Budd & Co., one of 
the oldest credit jewelry establishments 
of this city, located for the past 20 years 
at 23 N. High St., will soon occupy its 
new home at 30 N. High St., almost op- 
posite the present location. The building 
is undergoing extensive remodeling. A 
modernistic front is being erected and 
the interior will be equally new. About 
20,000 sq. ft. of floor space is afforded. 
Present departments will be expanded 
and new lines added. The store will be 
air-conditioned. 


MAKES CRYSTALS OF ROSIN 


Wasuincton — Manufacture of un- 
breakable watch crystals made of arti- 
ficial rosin was recently begun by an 
engineer in Denmark and production of 
approximately 1000 crystals a day is 
claimed by the manufacturer, according 
to a report from Juian B. Foster, 
United States commercial attache at 
Copenhagen. The report added that ex- 
portation of the new product to Norway 
and Sweden has started. 





KIRK-RICH GO=S INTERNATIONAL 


Los Ancetes—K. B. Kirk, of the Kirk- 
Rich Dial Co., with headquarters in this 
city, has announced the purchase of the 
Dominion Dial, Ltd., of Canada. The 
name of this company will be changed to 
Kirk-Rich Dial, Ltd. As far as possible 
the business will be conducted as one of 
the eight already established Kirk-Rich 
Dial Co. branches in this country. 





IOWA WATCHMAKERS MEET 


FamrFie_p, Iowa—The Southeast Iowa 
Horological Guild recently held a dinner 
meeting at the Turner Hotel with Roy 
W. Hinson, jeweler, in charge. Gus C. 
Unkrich, watchmaker, talked on “Little 


=m 
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Things That Make a Watch Stop.” He 
also displayed an array of watchmaking 
equipment. Sixteen attended. 


itself. 

These markings not only enable 
you to show the customer he is get- 
ting a known value. They are your 
guarantee that the jewelry you sell 
will assure lasting satisfaction, the 
real basis for consistent, profitable 
selling this season, and for many 
seasons to come. 

So plan your line now to feature 


For either product, 10k or higher gold must 
be used, to conform to U.S. Commercial 
Standard No. CS47-34 (except watch cases, 
In qualities of 





made to special standard). 


ROBERT L. SAUNDERS 


PurLapeELpH1a—Robert L. Saunders, 78, 
: : : for nearly 50 years proprietor of a 
accordance with this U. S. Commercial jewelry store founded by his father in 
Standard, thereby protecting yourself and 1863. died Sept. 22 after a year’s illness. 
your customers — insist on a written Mr. Saunders conducted the jewelry 


guarantee from your supplier. store at 5 S. 8th St. which was estab- 
better values in Gold Filled and 


lished by James M. Saunders. Mr. Saun- 
Rolled Gold Plate. 


ders’ mother, the former Sarah Hayes, 
ROLLED GOLD PLATE manuracrurers 


was related to President Rutherford B. 
Hayes. 

HEADQUARTERS ee+PROVIDENCE®+eRHODE ISLAND 
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1-20th and more it is called Gold Filled. 
Lower than 1-20th it is called Rolled Gold 
Plate. Make sure your jewelry is made in 





Om PRECIOUS 
BASE MCTAR 








PORTER & DYSON CO. ROBBED 


New Brirain, Conn.—Glass cutters 
snatched four expensive watches and 16 
to 18 diamond rings from the window 
of the Porter & Dyson Co. jewelry store, 
54 Main St., early in the morning of 
Sept. 12. Sturman F. Dyson estimated 
the loss at $1,000. 
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ARE A BIG HIT IN 
JEWELRY STORE GIFT DEPARTMENTS 
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Kath 


MODERN 
ROAST 
TONGS 


Attractive Display 
Stand FREE. Blue 
mirror back to high- 
light chromium. 


Tue “Karvit” Roast Tongs are 
sensational sellers in jewelry store 
gift and silverware departments. 
“Karvit” sells the year around be- 
cause it is an ideal Wedding, An- 
niversary or Holiday gift. Every 
modern homemaker can use one... 
and will appreciate receiving it. 
Made of highly-polished Chrom- 
ium. 





Dealers’ Net Price is $12.00 a dozen 
less 2% 10 days. F.O.B. Cincinnati. 


Jobbers, write for worthwhile 
proposition in your territory. 


QUEEN CITY BUCKLE 
MFG. CO. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 








28 Per Cent of Buyers 
Of Jewelry Live Outside City 
But Within Trading Area 


About 28 per cent of the total retail 
jewelry sales of a given city are made 
to people who reside outside the city 
limits but within the metropolitan trad- 
ing area, according to a study entitled, 
“Drawing Power of 90 Cities for Retail 
Trade,” submitted by Dr. John A. Pfan- 
ner, Jr., at a recent convocation of the 
University of Chicago. Dr. Pfanner’s 
report, as the title indicates, was based 
on a survey of 90 strategically located 
cities throughout the United States. 

It makes a careful analysis of the 
extent to which retail stores of various 
kinds draw from their surrounding ter- 
ritory and nearby smaller cities. Jewelry 
and women’s clothing proved to be two 
classes of merchandise which have the 
greatest pulling power to bring in buy- 
ers from outside the city. Only nine 
per cent of sales of household furniture, 
for example, are made to people outside 
the limits of the city in which the store 
is located as compared with 28 per cent 
for jewelry. 

When a small city is located within 40 
miles of a much larger one, Dr. Pfanner 
reported that from 25 to 33 per cent of 
the total purchases by inhabitants of the 
smaller city are made in the larger near- 
by metropolis. This same _ influence 
continues, though in lessened degree, 
within a radius of 70 miles of the large 
metropolitan center but becomes of small 
effect when the distance between the 
cities is more than 70 miles, 

The drawing power of cities tends to 
increase as the size of the city increases 
—that is the bigger the city the more 
strongly it attracts trade from the sur- 
rounding territory. This trend, how- 
ever, is apparent as the size increases to 
100,000 population. For populations 
above 100,000 the effect remains approxi- 
mately the same whether the population 
of the central metropolis is 100,000 or a 
million. ; 

The conclusions drawn from Dr. Pfan- 
ner’s findings are that the merchant in 
the large city will find it advisable to 
aim a reasonable proportion of his ad- 
vertising and selling efforts on the sur- 
rounding territory, while the retailer in 
the smaller city within the trading area 
of the larger one should center his at- 
tention upon holding within his own 
town the business which originates there. 

The facts revealed by Dr. Pfanner’s 
study have, of course, been known in a 
general way for many years to experi- 
enced and observant retailers but this is, 
we believe, the first time that a scientific 
and accurate study has been conducted. 





CARR'S, PORTSMOUTH, REOPENS 


Portsmoutu, O.—J. F. Carr, whose 
store suffered loss in the 1937 flood and 
again last year when the Kricker Bldg. 
in which it was located, burned, is doing 
business again in a handsome new store. 
Taking a temporary location after the 
fire Mr. Carr acquired the Kricker prop- 
erty and remodeled it for his new store. 
He has added gift, china, glass and lug- 
gage lines. 

NAVY AWARDS CLOCK CONTRACT 

Wasuincton—The Navy Department’s 
Bureau of Supplies and Accounts has 
awarded a $13,880 contract to the Jaeger 
Watch Co., Inc., New York, for clocks. 
The contract was awarded on Aug. 7. 
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Los Angeles 


Philip Wolman & Co., wholesale jewel- 
ers in the Metropolitan Building, have 
moved to relocated offices on the floor 
they have occupied for the past several 
years. The move gives them larger and 
better lighted quarters. 

George McLaughlin, Jr., son of George 
McLaughlin, manager of the Los An- 
geles branch of the American Optical 
Co., has taken the place formerly held 
by Don Reed in the silver department 
of E. W. Reynolds Co. 

Walter H. Butler, president of E. W. 
Reynolds Co., is now on a combined 
business and pleasure trip with his 
family in the Hawaiian Islands. He 
will call on the jewelry trade there with 
the company’s representative, E. C. 
Warren. 

William E. Brill, export manager for 
the Elgin National Watch Co., visited 
the Los Angeles trade on his way back 
from the Hawaiian Islands, where he 
made a survey of Elgin distribution. 
He reported a satisfactory trip in his 
enjoyable two-week Island visit. 

A complete fall showing of holiday 
lines was held in the Biltmore Hotel by 
the E. W. Reynolds Co. from Sept. 18 to 
22, Twelve rooms were filled with repre- 
sentative merchandise. Many retail 
jewelers from this section made this 
18th annual event a noteworthy one. 

The firm of Andreini & Smith has 
been changed to Louis J. Andreini Co. 
New offices are now located at 220 West 
5th St. For the past 18 years Mr. An- 
dreini has been known for his creative 
designs and the fine jewelry he has ex- 
ecuted for retail jewelers of this section. 














GET READY FOR THE FALL RUSH 
REPLENISH YOUR STOCK 
WITH 


NOBLE 


@eoeeeeeeee#e® 
The most appropri- 
ate gift and display 
packages for 

RINGS 

WATCHES 

PENDANTS 
and all other fine 
jewelry 


NOBLE BOXES 


sold through jobbers 
but retail jewelers 
are welcome to 
illustrated catalog 
showing 21 attrac- 
tive lines. Write 
for it. 


F. H. NOBLE & COMPANY 
535-559 W. 59th St. Chicago, Ill. 
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RETAIL JEWELRY SALES MAP FOR SEPTEMBER I, 1939 





Wasy | 


{ ‘\ MOnr 
ORE ) & 

"3 | tase. FA 

AA +14.0 | wyo 


BB NON- REPORTING pe TaN 
AM aye) 


HE accompanying map shows in per cent how independent jewelry store sales during August 1939 
compared with business in August 1938. On the basis of detailed reports from 857 stores in 28 states, 


the amount of business done in August 1939 was 12.5 per cent greater than that of August 1938, and 
10.4 per cent greater than that of the preceding month, July 1939. 


THE JEWELERS' CIRCULAR-KEYSTONE's index of retail jewelry sales now stands at I17, compared 
to 103 for August 1938 and to 119.8 for August 1937. The improvernent in retail jewelry sales during 
August as ccompared with July was considerably greater this year than last, and contrasted with a 
slight dip in sales for the same period of 1937, when August sales were a trifle less than those of July. 


Operations in Florida, Montana, Nevada, Utah and Wyoming are not disclosed because 
insufficient number of jewelers reporting in those states. 


of an 

Of the 23 states for which separate data are 

available, all but two—Nebraska and Arizona—registered gains over August 1938. All sections of the 
country participated in the improvement. 

Washington, South Carolina and Pennsylvania registered gains fractionally more than 20 per cent 
compared with August 1938. Improvement of between 10 and 20 per cent was general in Ohio, 
Indiana, Missouri, Arkansas, Idaho, New Mexico, Massachusetts, Oregon and Wisconsin. 

August retail jewelry sales in the following cities are shown in comparison with the same month 
in 1938: Chicago, +5.8; Los Angeles, + 10.7; Portland, Ore., +-13.6; St. Louis, +20.2; San Francisco, 
+I11.1, and Seattle, +-21.8. 

The data upon which this review is based have been compiled by the Current Statistical Service of 
the Bureau of the Census, Washington, D. C. The combined volume of the reporting stores was 
$2,635,625 for August 1939; $2,343,024 for August 1938, and $2,387,240 for July 1939. 
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Gemological Institute Awards | 


Certified Gemologist Degrees 


talph Tobin & 
Son, Springfield, Ill. 
Edward Wigglesworth, Ph.D., Bos- 
° ton, Mass. 
To List of Eleven Men _Jerome B. Wiss, Wiss Sons Ine., 
The title of Certified Gemologist was | Newark, N. J. 


awarded to the following by the Gemo- 
logical Institute of America since March: 


Co., Toledo, Ohio. 
George A. 


A. 


i j y at PCF. AY is i sc ’ 
Tilden-Thurber in its long career Meorks ag, eee the | 
Corp., Providence, R. I. founder, is still active in the business. | 
THE JEWELERS’ CIRCULAR-KEYSTONE 


J. Willard Tobin, J. 





NEW 
ChelseaClocks 


Jewelers find that, among their best 
customers, to show a Chelsea is to sell it. 
We are featuring new models in our 
consumer advertising this Christmas. 
Here are two which will help your sales 
of quality clocks if you stock them now. 








$110 








Sarleton G. Broer, Broer-Freeman 


M. HIRSCH & SONS MOVES 


a a a Ho.yoxe, Mass. -M. Hirsch x Sons, HALE-SIZE WILLARD $60 
Se. Galea. Saleh | jewelers, now located at 187 High St., 
Donald J. C ar, Se 1 Cc r, | will move to new and larger quarters at | , ? 
Benreneen N. ee —— a 306 Hich St. Oct. 1 eer 4 | Write us today for booklet showing new 
E. Giibelin, Ph.D., E.  Giibelin, ee ae te - Ped models. Chelsea Clock Company, 1088 
FOr ig Coss e A M. Hirsch & Sons has been in business : ) 
Lucerne, Switzerland. : ; ; Everett Avenue, Chelsea, Mass 
William H. Johnson, Broer-Freeman in Holyoke for 48 years on upper High ; . ai 
Co., Toledo, Ohio. St. It has been located in the Caledonian 
Martin R. Mager, W. W. Bugg, Inc., t. = 
Jackson, Mich. 
William H. 
Co., 


Building for the past 30 years and this 
Meyer, J. B. Hudson 


will mark the second time it has moved 
Minneapolis, Minn. 


Ronald Reed, 
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NEW MARCASITE LOCKETS 


Again we lead in the production of a smartly 
different and varied line of hand-made Mar- 
casite and Mother-of-Pearl Lockets in Ster- 
ling Silver. One of our most popular num- 
bers is CL900 with Mother-of-Pearl Cameo 
as illustrated above. 


TRADE K DD MARK 
Write for Illustrated Catalog 


KIMLER & DANIEL, INC. 
83 Canal St. New York 











SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 
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SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 




















Eterna Watch Co. of America 
Plans Intensive Promotion 
With Radio and Dealer Helps 


Thorough promotional plans for mer- 
chandising the Eterna watch in the 
United States were announced late last 


month by the Eterna Watch Co. of 
America, Inc., 580 Fifth Ave., New 
York. 


The Eterna watch has been favorably 
known throughout the world for 838 
years. Varying in metals, styles and de- 
signs, all Eternas for men and_ for 
women are shockproof, dustproof, rust- 
proof, and many are waterproof. 

“Every Eterna is as perfect a mecha- 
nism as the ingenuity of man can de- 
vise,” the company announced, “Intri- 
cate machines produce parts to 1/2500th 
of an inch accuracy. Shadow projection 
apparatus are used to project much-en- 
larged shadows of microscopic parts-—to 
insure perfection. Delicate apparatus 
tests elasticity of springs; intricate cali- 
brating machines check the punching of 
wheels and parts. Even the waterproof 
cases are checked and rechecked — in 
water, before and again after the move- 
ments have been fitted. Nothing is left 
to chance. Everything in the Eterna is 
as perfect as man can make it.” 

The Eterna Watch Co. of America 
will use radio extensively, as well as win- 
dow and counter displays, folders, book- 
lets and other sales helps. Dealers are 
being signed up and territories desig- 
nated so that retail merchandising may 
commence before the Christmas holidays. 


Rhode Island Horologists 
Enlist for Licensing Law; 
Seek 20,000 Names on Petition 

Provinence—Approximately 55 mem- 
bers of the Rhode Island Horological 
Association attended the first fall meet- 
ing of that group held the night of Sept. 
21. President Leo Abisch reported that 
the gathering was enthusiastic in its dis- 
cussion of common problems, especially 
in reference to plans for pushing legis- 
lation on licensing of watchmakers this 
fall in the state legislature. 

The association is confident, Mr. 
Abisch said, that efforts will be success- 
ful this fall in view of the favorable 
reception given the move at the last ses- 
sion of the legislature. Plans were per- 
fected for the circulation of a_ petition 
backing the proposal with the members 
seeking from 15,000 to 20,000 names. The 
next meeting is scheduled for Nov. 16. 


Philadelphia Horologists Now 
Hold Two Meetings Each Month 


PurLapeLpH1a—Twice-monthly educa- 
tional meetings were inaugurated last 
month by the Philadelphia Horological 
Guild in a new program policy to be 
continued through fall and winter 
months. 

In special meetings Sept. 12 and 19 the 
guild heard lectures from George Baitzel, 
secretary, and Herbert Holt, vice-presi 
dent. Mr. Baitzel gave instruction on es- 
capement work and Mr. Holt lectured on 
gearing. Leonard Spinner demonstrated 
the use of the jacot lathe at the guild’s 
regular meeting Sept. 5. 

The new program calls for the regu- 
lar monthly business meeting the first 
‘Tuesday of each month with the new ed- 
ucational meetings on the second and 
third Tuesdays. 
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OPALS... 


Cut from the Rough 


A jeweled 
tropical fish 
with a body 
of flashing 
opal. 






FINE TOPAZ 
AQUAMARINES 
* 
EMERALDS 


SAPPHIRES 


Superior Gem Co., Inc. 
Cutters & Importers of 
Precious & Semi-Precious Stones 


22 West 48th Street 


New York City 


Outpost of HAWAII 
IN NEW YORK! 
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48'™* STREET 


LEXINGTON AVENUE 
Today, Honolulu hospitality 


—renowned among travelers 
—extends all the way to New 
York! Visitors to both agree 
that you find the same warm 
kind of welcome at The 
Lexington — just stop at this 
friendly hotel and quickly 
find it out for yourself! Con- 
veniently located in the heart 
of the Grand Central area. 


HOTEL LEXINGTON. 


Lexington Ave. at 48th St., New York 
Charles E, Bechester, Vice-President & Managing Director 
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“Dinty” Moore, popular jewelry sales- 
man, is now connected with James 
Schulz, watch importer, 15 W. 47th St., 
in the Eastern territory. 

Mrs. Helen Stern, mother of Charles 
Stern, and inactive member of the firm 
of Stern & Stern, Inc., manufacturing 
jewelers at 216 E. 45th St., died Sept. 17. 

Clive Jewelers, retail jewelers, on Sept. 
380 took possession of new and larger 
quarters at 9 E. 44th St. The business 
had been located across the street at 
2 E. 44th St. 

‘\dward H. Krehbiel, manager of 
Black, Starr & Frost-Gorham, 594 Fifth 
Ave., is recuperating at his home after 
an appendectomy, performed Sept. 10 at 
New Rochelle Hospital. 

Jewelry wholesalers showed greater in- 
creases in employment and payrolls than 
any other New York State trade for the 
month ending July 15, according to the 
Department of Labor in Albany. 

Charles T. Evans, secretary of A.N.R. 
J.A., was one of the speakers at a dinner 
meeting of Hartford, Conn. retail mer- 
chants, held Sept. 12, in connection with 
the National Retail Demonstration Work. 

Kay’s Jewel Shop, owned by Herman 
Kanarick, on Sept. 8, occupied new quar- 
ters at 586 Bergenline Ave., West New 
York, next to the Rialto Theatre. The 
store was located at 564 Bergenline Ave. 
for the last six years. 

Lazare Kaplan, head of the firm of 
Lazare Kaplan & Son, importers and 
cutters, 680 Fifth Ave., described the art 
of diamond-cutting during an educational 
program, broadcast nationally the night 
of Sept. 21 over the Columbia Broad- 
casting hook-up. 

The Asiatic Art Jewelry Co. has com- 
bined its office with its shop in room 502, 
64 W. 48th St. Arthur Vartanian, junior 
member, left Sept. 25 to cover the im- 
portant cities from coast to coast with 


the full line of Indian, Chinese; and 
Palestinian jewelry. 
Miss Marie Coudert Brennig, for- 


merly with Wedding Embassy, a publica- 
tion for brides, was appointed advertis- 
ing and promotion manager for Black, 
Starr & Frost-Gorham, on Sept. 1. Miss 
Brennig succeeds Mrs. Katryna Ander- 
son Dana in the post. 

The 1,000,000th visitor passed through 
the portals of the House of Jewels, at 
the World’s Fair, early in September, 
and leg-weary fair-goers were still will- 
ing to stand in long queues, and wait 
their turn to see the fortune in gems in 
the exposition’s smallest building. 

D. G. Verschuur, diamond setter at 65 
Nassau St., who has been a member of 
the Netherland Society Eendracht Maakt 
Macht for over 40 years, and its president 
for nearly 25 years, and active in other 
Holland clubs, has been honored by the 
Queen of Holland, who has named him a 
knight in the order of Oranje-Nassau. 

Matthew Perlin has been named man- 
ager of the Royal Diamond & Watch Co. 
store at 340 George St., New Brunswick, 
N. J., succeeding Norman Bernard. Per- 
lin, who was affiliated with the Royal 
store since January, was previously em- 
ployed at the Perth Amboy branch, and 
has been with the firm since 1935. Nathan 
J. Siskind, formerly of Perth Amboy, is 
now assistant manager. 

The well-known firm importing pearls 
and precious stones, Oppenheimer Bros. 
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& Veith, have gone out of business, with 
the retirement of Henry S. Oppenheimer 
and Julius S. Oppenheimer. The same 
business is being continued at the same 
address, 527 Fifth Ave., under the name 
of Oppenheimer Bros., by Walter J. Op- 
penheimer and Robert J. Oppenheimer, 
who were associated with the old firm. 

With a view to acquainting the public, 
and especially those in the jewelry trade, 
with the Morgan Collection of Gems, at 
the American Museum of Natural His- 
tory, the curator, Herbert P. Whitlock, 
will give a series of one-hour talks, on 
the four Saturdays from Oct. 14 to Nov. 
4. Slides and models will be used for 
illustrative purposes. The first two talks 
will be on diamonds, the third on colored 
precious stones and the fourth on the 
semi-precious stones. 

Elmer Hildreth, Mount Vernon, N. Y., 
president of the Westchester County 
Jewelers Association, has announced that 
he is a candidate for County Supervisor 
on the Republican ticket. If successful 
in his first try at public office, Mr. Hil- 
dreth should bring to the office the same 
aggressive efforts that he has given to 
his jewelry store at 103 Gramatan Ave., 
and his many outside interests. After 
serving 14 months overseas during the 
war he opened a jewelry store in mid- 
town New York. He has had his present 
store for 11 years. 

Friends of Col. Richard Hartdegen, 
member of the firm of Hartdegen, Inc., 
900 Broad St., Newark, will be pleased 
to learn that his injuries in a recent au- 
tomobile accident were not nearly as 
serious as was first believed. First news- 
paper stories of the accident, which oc- 
curred on Aug. 26, at Ridgewood, N. J., 
said that Mr. Hartdegen had a probable 
fracture of the back. Such was not the 
case and after several days’ confinement 
he was able to return to work. A fellow 
National Guard officer with whom he was 
returning from the war games at Platts- 
burgh, N. Y., suffered more serious in- 
juries when their car overturned. Col. 
Hartdegen is a former president and 
secretary of the New Jersey R.J.A. 

The New York Guild, American Gem 
Society, met Sept. 1, at the Waldorf- 
Astoria, when officers for the coming 
year were elected, as follows: J. Arnold 
Wood, C.G., Poughkeepsie, president; 
George Ebeling, Marcus & Co., New 
York, vice-president; Henry A. Steven- 
son, C.G., Kramer & Bick, New York, 
secretary; Arthur W. Muller, J. R. Wood 
& Sons, New York, assistant secretary; 
and Herbert E. Reid, Reid & Son, 
Bridgeport, Conn., treasurer. The office 
of assistant secretary was created so that 
the holder will conduct all business ac- 
tivities of the guild, leaving the secretary 
free to devote his entire time to the 
planning and supervision of programs 
of the monthly study group meetings. 

Paul Hoffman, a member of the Horo- 
logical Society of New York, who spent 
some time recently in Wisconsin where 
he studied the operation of the Wisconsin 
watchmaker licensing set-up, made 2 
report of his findings at the first Fall 
meeting of the society, on Sept. 5, at 150 
W. 85th St. The new president, Andrew 
Park, talked on the benefits of affiliation. 
I. Lemer, for long a hard-working mem- 
ber of the society, was surprised with 
the presentation of an appropriately en- 
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STOP WATCHES 


Low-Priced Line. 

7 Jewels—Popular Sellers. 
Fully Gyaranteed. 
Write for free Catalogue 
No. C-10 
BRENET WATCH CO. 
266 W. 40th St.,New York 

















IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 
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87 Nassau St., N. Y. BArclay 7-7245 


CALIBRE 
Work 








DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since 1911, 

Fred. F. Schwartz 
87 Nassau St. N. Y. C. 


























STONE RINGS ENGRAVED 

e@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. Y. 
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Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO.., Ine. 
71-73 Nassau Street, New Yor’ 


Orders for Jobbing Stones and La 
Work Carefully and Promptly Fit 





Whitelaw Brothers 
DIAMONDS 


48 West 48th St., New York, N. Y. 
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BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City. 








Grarr, WasHBourNE & Dunn 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 

















-Yioy “Will Find New Satisfaction 
ln Your Work.When You Use 
. SANDSTEEL 
* CROSSCURVED 
MAINSPRINGS 


They Are Reliable Untiring 


Order Now! From Your Jobber 
Complete Assortment 
For All Makes of Watches 


Patented Made in U.S.A. 
WATCH-MOTOR 


MAINSPRING CO. INC. 
145 Hudson St. 
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RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 


18 Crawford St. Newark, N..J. 














The Mail Order Supply House 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR PRICE LIST C 


DEAN COMPANY 


» 67 NASSAU ST. 





Antique Jewelry 


centers, surrounded by dia- 
monds; with enameling. 
Send for quotations 


JOSEPH A. RICH 
Mfrs. of Plat. & Gold Jewelry 
2 W. 47th ST. 














A Short Course in Engraving for 
By WM. KASSEL 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 
Philadelphia, Pa. 


239 W. 39th St. 
New York, N.Y. 














graved wallet. 
be held on Feb. 11, at the St. Moritz. 
During the social hour which followed 
H. Fried showed motion pictures taken 
during some of the picnics and fishing 


The annual banquet will 


trips of the society. Meetings will be 
held the first Tuesday evening of each 
month. 


Air Express Speeds Gem Selection 
1810 Miles to New Mexico 
Within 22 Hours After Order 


A collection of 16 items of jewelry 
which were in New York wholesale 
stocks one day, were on display in a 
jeweler’s windows, in Albuquerque, N. 
M., 1810 miles away, the very next after- 
noon. 

The transaction, which was completed 
in 22 hours, is an example, though not 
exactly typical, of the despatch with 
which commerce is handled in the jew- 
elry trade today. 

At 4 o’clock, on Monday, Sept. 18, 
J. R. Wood & Sons Co., ring manufac- 
turers at 216 E. 45th St., New York, 
received a telegram from the Frank 
Mindlin Co., Albuquerque jewelers, re- 
questing the shipment of a selection of 
$20,000 diamond platinum pieces on 
memorandum. The merchandise was hur- 
riedly collected, wrapped, handed over to 
the American Express Co. and rushed, 
with a motorcycle police escort, to an 
airport. At 11 o’clock the next morning 
another police escort received the valu- 
able cargo from the plane in Albuquer- 
que, and by 2 P. M. the jewels were in 
the hands of the consignee. 

The New Mexico jewelers took advan- 
tage of the splendid publicity possibili- 
ties of the feat and made an interesting 
display, featuring the jewels, the labels, 
wrappings and vouchers. The local pa- 
pers found the story front-page news. 


Invisible Glass Window 
of Marcus & Co. Smashed 
With Loss of $1300 in Jewels 


An invisible glass pane was_ shat- 
tered in the dawn of Sept. 25, when win- 
dow-smashers hurled a chunk of plaster 
through the main display window of 
Marcus & Co., New York, and removed 
two pieces of jewelry. Although the 
burglary was committed between 6 and 
6:40 A. M., and with some attendant 
noise, on one of the world’s busiest thor- 
oughfares, there were no witnesses. 

The loss was not great, for especially 
valuable jewels are removed from the 
windows at the close of each day. The 
thieves could not begin to realize the full 
value of the pieces, which was about 
| $1300 at cost, by breaking them up. They 
were a festoon necklace and a large clip 
brooch, of semi-precious stones mounted 
in gold. 


Harlem Thugs Kidnap Chauffeur 
And Rob $30,000 in Jewelry 


While Leonard M. Heine, salesman for 
Benjamin & Edward J. Gross Co., 64 W. 
48th St., jewelry manufacturers and 
wholesalers, was making a business call 
at Casa Siegel, a jewelry and radio store 
at 1,395 Fifth Ave., New York, Sept. 26, 
his colored chauffer was kidnapped and 
robbed of $30,000 in jewelry. The loss 
was insured. 

Forcing the chauffeur from the wheel, 
the thugs drove the car away to another 
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part of the Latin section of Harlem. 
They took a bag containing gold and 
platinum wedding, solitaire and men’s 
rings from the rear of the car and then 
abandoned it. 


WILLIAM G. McDOUGALL 


William G. McDougall, 63, New York 
retail jeweler, died of angina pectoris, 
Sept. 14, at his residence, 4006 50th Ave., 
Sunnyside, L. I. The deceased, who had 
an inexhaustible supply of Scotch stories 
and songs, had operated jewelry stores 
in New York since 1890, when he came 
to America from his native Scotland. He 
had stores on 8th Ave. for many years, 
and nine years ago moved to 300 W. 
57th St. 

Mr. McDougall was a member of the 
Jewelers Association of New York since 
its inception about a quarter of a cen- 
tury ago, and served it as treasurer for 
all of those years. He was also a mem- 
ber of the Jewelers Square Club. 

He is survived by two daughters, 
Ethel and Dorothy, and two sons, Wal- 
lace and Bruce. The latter has managed 
the store for several years and_ will 
continue the business. 


ESSEX COUNTY WATCH MEN UNITE 


Invincton, N. J.—The Essex County 
Watchmakers Guild, No. 2, New Jersey 
Watchmakers Association, organized re- 
cently and elected the following officers: 
Harry Van Laar, president; A. J. Stroe- 
heim, vice-president; R. E. Neher, secre- 
tary-treasurer, and Charles Maier, trus- 
tee. W.C. Smith, Peter Bea and C. E. 
Manz were named a publicity committee. 
A meeting at Newark is being planned 
to which watchmakers from the entire 
state will be invited. 





HENRY V. LENAU 


Newark, N. J.—Henry Valentine Le- 
nau, 80, who prior to his retirement was 
for more than 30 years a representative 
of Cheever, ‘weedy & Co., Attleboro, 
died Sept. 24 at his home here. 

Mr. Lenau held the No. 1 membership 
in the Jewelers Fraternal Association, 
which he served as president during 1915 
and 1916. His presidency of that organi- 
zation was distinctive in that Mr. Lenau 
was the only individual who was ever 
elected to two terms in that office. His 
widow, Louisa, survives. 


ABRAMS-FRIEDMAN 


Winkes-Barre, Pa.—Arthur Abrams, 
who is associated with his father, Hyman 
Abrams, in the Scranton Jewelry Co., 
this city, on Aug. 30 took as his bride 
Miss Ruth Friedman, also of this city. 
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Chicago Bandits Who Spotted 
Gem Dealer Three Months Ago 
Rob Him of $30,000 in Jewels 


Another gem dealer was the victim of 
Chicago thugs on Aug. 25, when Paul 
deVries, diamond importer of 580 Fifth 
Ave., New York, and John Parker, a de- 
tective who was carrying his bags, con- 
taining $30,000 in diamonds, were at- 
tacked from the rear as they were walk- 
ing to an elevated station from a jewelry 
store where Mr. deVries had displayed 
his stock. Parker was slugged but not 
seriously injured. The bandits made 
their escape in a waiting car. 

Mr. deVries’ gems were unmounted and 
in assorted sizes. He was fully covered 
by insurance against loss. He had been 
on the road for two weeks when the hold- 
up occurred, 

It was only three months before that 
he had his first encounter with Chi- 
cago bandits. At that time they failed 
to get any loot for he was riding in a 
taxi without his gems. When the cab 
was forced to stop for a traffic light the 
bandits jumped into the cab with him. 
When they were satisfied that he had no 
diamonds with him he was allowed to 
zo on. 


Full Pages in National 
Magazines Part of Big 
Hadley Christmas Program 


In what it says is the largest single 
promotion ever devoted to watch attach- 
ments, Hadley Co., Providence, is releas- 
ing full-page advertisements in Vogue, 
Esquire and Mademoiselle early in De- 
cember. 

_The three full-page advertisements, 
reaching over a million readers, feature 
Hadley men’s bands, ladies’ bracelets, the 
new Hadley “hand-made”  waldemar 
chains, and Kingman straps. 

Other features of the program include 
an attractive gift folder, tuned to the 
season, which is supplied to the jeweler 
with his.own name imprinted at slight 
cost; easel-mounted reproductions of the 
magazine advertisements; and the popu- 
lar Hadley loaned displays, which have 
been used successfully by many stores 
to provide a central theme or background 
for effective gift windows. 


Colt Firearms Co. Develops 
Plastic Jewel Material 


Harrrorp, Conn.—The plasties division 
of the Colt Patent Fire Arms Mfg. Co. 
last month announced the development 
of a line of imitation stones to be mar- 
keted under the trade name, “Coltstone.” 

Benjamin F. Conner, vice-president of 
the company, said that the product cov- 
ers the whole color spectrum and weighs 
half the weight of glass. Specimens have 
been prepared in many different shapes 
including oval, round, marquise and 
emerald cut, and are either opaque or 
transparent. 

The ingredient in their’ manufacture, 
Mr. Conner said, is methyl methacry- 
clate, the principal basis of which is 
acrylic acid. a derivative of glycerine and 
potassium bisulfide. 


SILVER PRICES 


London New York 
Spot Official 
September 5 ...... 20 54 35% 
September 12 ...... 20% 36 
September 19 ...... 23 7/16 “38% 
September 26 ...... 23% 39% 
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The sudden death of Maurice Y. Nath- 
an, 52, president of the gem importing 
firm of S. Nathan & Co., Inc., which 
occurred on Wednesday evening, Sept. 
13, about 6:30 o’clock, on the street 
shortly after he had left his office at 71 
Nassau St., for the day, came as a shock 
to the New York jewelry trade. Death, 
which resulted attack, was 
instantaneous. 

Mr. Nathan, who entered the trade at 
16, had been connected with the business 
for about 37 years, and succeeded to the 
presidency about 12 vears ago, upon the 
death of his father, Sigmund Nathan, 
founder of the business. Associated in 
business with him were his brother, Leo- 
pold Nathan, and his sister, Mrs. Anna 
Friedman. His widow, Mrs. Miriam 
Silvers Nathan, and a_ son, Sanford 
Nathan, also survive. 

The deceased was a past president of 
the Jewelers Square Club; and a mem- 
ber of the Precious Stone Dealers Asso- 
ciation, of which his brother is now 
president; the Maiden Lane Historical 
Society; Adytum Lodge, No. 640, Free & 
Accepted Masons; 32nd degree, Ancient 
Order of Scottish Rites; Mecca Temple; 
Nobles of the Mystic Shrine, and Brook- 
Ivn Lodge, No, 22, B.P.O.E. 


ARTHUR STERN 


lynx, Mass._-Arthur Stern, 64, died 
Sept. 24 of a heart attack. Mr. Stern 
had been in the jewelry business for 40 
years, and was one of the best known 
retailers of New England. He was a 
past president of the Massachusetts and 
Rhode’ Island R.J.A. and a member of 
the board of directors for many years. 
He was active in civic organizations and 
a member of Masonic bodies, the Knights 
of Pythias, and the Lynn Chamber of 
Commerce. 


from a_ heart 


INTRODUCING JANE CLARKE 


Who's the attractive little girl whose 
photograph illustrates the LeStage Mfg. 
Co.’s advertising for their line of baby 
jewelry? 

- One man who takes particular delight 
in answering this question is Donald 
LeStage, head of. the firm, for the little 
lady is none other than his grand- 
daughter. Her name is Jane Clarke, and 
she lives in Winnetka, III. 


MARKS 50TH YEAR 


Satem, Mass.—The Starr C. Hewitt 
jewelry store is celebrating its 50th anni- 
versary. 
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EACH PIECE A WORK OF ART 
G. WENZ 


48 West 48th St. New York City 
Antique Rings, Bracelets, Clip and 
Flower Brooches 
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Bismuth - Cadmium - Tin - Lead 
Precious Metals - Metals for 
Dies and Other Alloys 


JOSEF RADNAI 
36 Fulton St. New York, N. Y. 
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PLATING 


Silverware Repaired 
Equal to NEW 


Removing of Engravings 


Wa. HeRTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 
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1485 Third Ave., ‘New York City + 
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Specializing Traveling and Boudoir Clocks | 
Also complete Leather Case _ Service 


110 West 40th St. * New York 
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MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 











ELGIN & BELMAR 
———WATCHES 


LOUIS SICKLES 
1015 Chestnut St,, Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 








Manutacturer of Distinctive Diamond 
Mountings and Wedding Rings 
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Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


We: Broad and Somerset Streets 
ae Fe PHILADELPHIA, PA. 

















EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


GOLD — SILVER — PLATINUM 


713 SANSOM ST. PHILADELPHIA 








ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 


SETH THOMAS CLOCKS 


WESTCLOX PRODUCTS 
INGERSOLL WATCHES, ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 
JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 








BOWMAN 


Technical School 
Courses for Success for 
- Watchmakers 
— ravers, Jew 
arms ter tren bok “Youn Plton end Oo eines” 
JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 
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Harry Paul, of 721 Sansom St., and 
his family visited the New York World’s 
Fair Sept. 14 to 16. 

William Calucci, formerly of 721 San- 
som St., opened a modern, new jewelry 
store at 1927 S. Broad St. Sept. 8. 

Jack Levin, formerly of 720 Sansom 
St., last month became associated with 
Kuperstein & Rabinowitz, 136 S. 8th St. 

H. O. Hurlburt & Sons, 817 Chestnut 
St., brightened up the exterior of its 
store with a new coat of paint last 
month. 

Samuel Lashof, 7th and Sansom Sts., 
arrived in Philadelphia Sept. 17 after an 
automobile trip with family from Cali- 
fornia. 

Samuel A. Cohan, of the Empire 
Smelting Co., 713 Sansom St., returned 
Sept. 7 after a trip to England, France 
and Belgium. 

Lewis Gibbons, of Fulmer & Gibbons, 
10th and Sansom Sts., left Sept. 18 for a 
two weeks’ trip to Chicago and the 
Middle West. 

Isaac Shifren, 734 Sansom St., re- 
turned to business Sept. 18 after three 
months at Atlantic City recovering from 
an illness suffered in June. 

Osear Kind, Jr., and Mrs. Kind, of S. 
Kind & Sons, Chestnut St. at Broad, 
spent Sept. 15-17 visiting the World’s 
Fair in New York City. 

Abe Rifkas, a Sansom Street jeweler, 
was injured seriously early in Septem- 
ber when the automobile in which he was 
riding collided with a trolley car. 

William Blum, of 721 Sansom St., and 
Leon Aisenstein, of 720 Sansom St., re- 
turned Sept. 18 after a week’s vacation 
at Tamiment, in the Pocono Mountains. 

Space for two more show cases was to 
be made in the Beifeld store, 135 S. 8th 
St., by enlargement of the .interior last 
month. The interior of the store was also 
to be redecorated. 

Miss Louise E. Bunstein, assistant 
bookkeeper for T. B. Hagstoz & Son, 709 
Sansom St., refiners, was married Sept. 
16 to John Hiltner, of Camden, N. J. The 
ceremony took place at the bride’s home. 

Renovating of the exterior of its four- 
story property was completed last month 
by Leven & Son, silversmiths, at 8th and 
Sansom Sts. Gray and black paint give 
a new and snappy appearance to the 
corner. 

First fall meetings of both the Sansom 
Street Business Men’s Association and 
the Sansom Street Young Men’s Busi- 
ness Association were postponed from 
contemplated dates in September to 
sometime in October. 

Arthur H. Green, of Hollander & 
Fleischman Co., 11th and Chestnut Sts., 
and Miss Dorothy Kester, of Hazleton, 
Pa., are to be married early in October. 
They will make their home in Conlyn 
Towers, Oak Lane, Philadelphia. 

Jack Schuster, of the House of Milner, 
728 Sansom St., and Miss Sylvia Abrams 
announced their engagement Sept. 21. 
Jeweler guests that evening at the home 
of Michael Orloff, who entertained in 
honor of the couple, included Mr. 
Schuster, Herman Kornfeld, Armand 
Jacoby and Fred Weisberg. 

John Lanz, Sr., son of a prominent 
Norristown, Pa., jeweler, and a master 
of science degree holder from Brown 
University, has found a way to while 
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away leisure time. Lanz started a bridge 
game by mail with four fellow Brown 
students last August and expects the 
game will be ended in December. 

Albert Hoffman, of Hoffman & Céx 
722 Sansom St., managed to end a trip 
abroad as hostilities in Europe began, 
Returning Sept. 4, Mr. Hoffman said he 
had visited London, Amsterdam and 
Antwerp and in the midst of confusion 
incident to outbreak of the war had just 
managed to purchase an order of rough 
and polished diamonds before prices 
rose. The return trip across the Atlan- 
tic was made in great excitement, he 
said. 

A display of replicas of ancient time- 
pieces attracted attention last month in 
the window of Wallen’s Jewelry Store, 405 
Broadway, Camden, N. J. Among the 
replicas was ene of King Alfred’s time 
candle, said to have been used 1000 years 
ago by the early British ruler to divide 
his days into three equal parts. Other 
replicas included those of a 17th century 
lamp clock, a sun dial gun and a clep- 
sydra, said to have been used as early 
as 3000 B. C. 

Elwood Weaver, of Bailey, Banks & 
Biddle Co., 1218 Chestnut St., was 
stricken seriously ill on a vacation trip 
to California and was confined last 
month to a Los Angeles Hospital. Mr. 
Weaver, who left Philadelphia Aug. 18, 
was taken ill before reaching Los An- 
geles and was moved directly from the 
train to the hospital. He immediately 
underwent an operation, friends here 
learned. Charles Harrison, of the store 
staff, returned Sept. 11 from a _ two 
weeks’ visit at Stone Harbor and Cape 
May, N. J. 





British Jewelers Up to Date, 
Cooper, Philadelphia, Declares 


PuitapeLPHIA—English jewelers have 
shown marked progressiveness in the last 
10 years, according to Fred J. Cooper, 
113 S. 12th St., who returned recently 
from a six weeks’ stay with relatives and 
friends in that country. Particularly is 
this noticeable in their watchmaking de- 
partments, declared Mr. Cooper, who has 
one of Philadelphia’s leading watch re- 
pair businesses and whose last previous 
trip to Great Britain had been 10 years 
ago. 

Mr. Cooper said he visited a number 
of English shops and found the propri- 
etors with time micrometers and other 
equipment noticeably lacking in their 
stores a decade ago. One jeweler guar- 
anteed that his watches would keep ac- 
curate time within a minute’s gain or 
loss per week, he said. 

Mr. Cooper declared his biggest thrill 
of the visit abroad came on a trip to 
Goldsmiths’ Hall in London, where he 
was shown priceless antiques. 





SCRANTON JEWELERS' CLAMBAKE 


Scranton, Pa.—The Scranton Jewel- 
ers’ Association held its annual clambake 
Sept. 10 at the Willow Rod and Gun 
Club, Gouldsboro, Pa. Jack Cronin, 
Carl Knoth, Edison Isherwood, Thomas 
Hines and Michael Gallagher comprised 
the committee on arrangements. 
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Classes in electro-plating at the Rhode 
Island School of Design were scheduled 
to begin Sept. 25. 

Sixty employees of the Edward N. 
Cook Plate Co. attended the annual out- 
ing held Aug. 19 at Crescent Park. 

Approximately 300 employees of Spei- 
del Corp., 70 Ship St., attended the com- 
pany’s annual outing held Aug. 26 at 
Chopmist Hill Inn. 

Carl Testa, Providence attorney, has 
been appointed receiver for K & T Jew- 
elry Mfg. Co., Inc., makers of white metal 
jewelry, 7 Beverly St. 

The Consolidated Mfg. Co., has been 
incorporated in Providence by Alfred 
Spear, Louis Suskind and Rose A. Kel- 
man for the manufacture of jewelry. 

Payrolls in the Rhode Island manufac- 
turing jewelry industry during August 
were $1,228,278, an increase of 28.1 per 
cent from the July total and 18.8 per 
cent above the figure in August, 1938. 

Frank M. Todd, partner in the retail 
jewelry business of Reid & Todd, 1054 
Main St., Bridgeport, Conn., for the past 
41 years, died in Danbury Hospital Sept. 
2 of a heart ailment. Mr. Todd is sur- 
vived by his widow and several cousins. 

The Associated Industries of Massa- 
chusetts, stressing new industries and 
increased production in many manufac- 
turing plants throughout the state, re- 
ported that the Evans Case Co., Attle- 
boro, has received orders from new 
sources in the Far East for the manu- 
facture of jewelry. 

Leach & Garner Co., Attleboro, have 
by invitation become associated with the 
Rice Leaders of the World Association. 
Leach & Garner, manufacturers of rolled 
gold and silver plate, have one of the 
finest factories in Attleboro. Manage- 
ment of the company is carried on by 
its founders, Edwin F. Leach, president 
und Stephen H. Garner, treasurer 

H. Leach Machinery Co., which for 
many years has supplied a substantial 
part of the machinery used by local jew- 
elry manufacturers, plans to be in its 
new home on Charles St. by the first of 
next year. The company has acquired 
the textile plant of the U. S. Finishing 
Co. and is making extensive alterations. 
Jewelry manufacturers, who have been 
experiencing a shortage of floor space 
with the demolition of several downtown 
buildings, will get some relief in the new 
Leach quarters for approximately 200,000 
square feet of floor space will be rented 
to jewelry makers. 

Concord Silversmiths, Ltd., which has 
been organized at Concord, N. H., and 
has acquired the plant, machinery, tools 
and dies of Concord Silversmiths Corp., 
now in bankrupty, will manufacture 
heavy sterling silver flatware exclusively. 
Officers are, president and treasurer, 
John D. Murphy, formerly general man- 
ager of the Watson Co., Attleboro; Cecil 
E. Whitney, secretary. The board of 
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directors includes in addition to Murphy 
and Whitney, R. M. O’Dowd, of Man- 
chester, N. H. and Frank A. Black, of 
Boston, former publicity and sales pro- 
motion director of Wm. Filene’s Sons. 

Representatives of 12 findings com- 
panies were present at the first meeting 
of the Jewelry Findings Manufacturers’ 
Association since the summer recess, held 
Sept. 13. Various committees reported 
on the work which they had done during 
the summer months. Members were in- 
terested in a report on the possibilities 
of business which the findings manufac- 
turers may be eligible to receive from 
the government because of their produc- 
tive machinery and tools. Mr. Lind an- 
nounced that the association is planning 
to centralize information concerning the 
industry more than it has in the past. The 
next monthly meeting will be held Oct. 4. 





Baker's Score of 76 Wins 
N. E. Manufacturing Jewelers’ 
Golf Tourney at Wannamoisett 


Provinence—H. Dean Baker won the 
annual golf tournament of the N. E. 
Manufacturing Jewelers Association 
Sept. 20 at the Wannamoisett Club, his 
final score being 76. Baker, playing on 
his home course, went out in 40 and 
played the second nine in 36, one over 
par. 

O. P. Richardson, of Highland, took 
the first award in the guests’ division 
with a 79. Gail Slocum faded on the sec- 
ond nine, taking 43 for a total score of 
81, which took second place in the guest 
division. 

Attendance at the tournament was un- 
usually good with approximately 90 per- 
sons playing golf, 72 of whom stayed to 
enjoy the steak dinner which followed. 

Lloyd Kirk, newly elected president of 
the association, was introduced to the 
members and guests at the dinner. Mr. 
Kirk, associated with Martin-Copeland 
Co., makers of optical goods, succeeds 
Ben Whitaker of the Bridgeport Brass 
Co. as head of the group. Samuel H. 
Hamin, of Thomas McGrath, Inc., con- 
tinues as treasurer. 

Results of the tournament 
follows: 

In class A, Jack Shabeck took second 
gross with 41-40-81, while first net went 
to Harold Lister, with 84-15-69. Shabeck 
also had a net 69, but did not figure in 
the net prize distribution. Lon Keeler 
won second net, with 84-13-71, with W. J. 
Gow, in third place with 85-13-72. A 
tie for fourth developed between L. G. 
88-15-73 and Ralph Gregory, 


were as 


Balfour, 
88-15-73. 

F. M. Burton topped the gross column 
in Class B, with 82, while J. J. Poland 
was second, with 87. J. C. Powers and 
Fred Donovan tied for first net, with re- 
duced 69’s. Powers was 91-22-69, while 
Donovan scored 89-20-69. P. W. Taylor, 
with 91-19-72 and Lloyd Kirk, with 95-22- 
73, also gained awards. 

P. A. Seaton was low scorer in Class 
C with a 96, three strokes better than 
Ww. A. Atwater, who took second, with a 
99. J. M. C. Olsen was the first net 
winner, scoring 100-30-70. Other prize 
winners were W. A. Roland, 102-30-72, 
Barl Carpenter, 103-29-74, and Charles 
Fiske, 104-30-74. 

In the guests’ division, H. T. Mulry 
won the net award with 90-20-70. Dr. 
Ww. C. Gordon was_ second, registering 
101-28-73. while Ed Jolles, 89-15-74, and 
Arthur Haenelt, 92-18-74, were dead- 
locked for third net. 
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Henry Coley, of Roxboro, N. C., has 
opened a new store at’ Roanoke Rapids, 
Va. 

Norman Ingle, of Salisbury, N. C., 
has opened a new store at Kanopolis, 
N.C. 

J. S. Krieger, of Chestertown, Md., 
paid a visit to the Baltimore market 
recently. 

I.awrence Grossman, Nashville, has 
succeeded Frank Bush as manager of 
the Ray Jewelry Co., Columbia. 

Mrs. Robert Bar, wife of the West 
Baltimore jeweler of that name, is re- 
cuperating at home from a serious op- 
eration. 

The M. J. Sass Jewelry Co., which op 
erates two stores in Springfield, Mo., has 
moved one of them to 212 S. Campbell 
St. from 206 S. Campbell St. 

H. J. Weisser, jeweler of Waycrosse, 
Ga., is making extensive improvements 
in his store. Mr. Weisser also operates 
branches in Douglas and Tifton, Ga. 

Arthur M. Stidman, of the A. G. 
Schultz Co., 423 E. Lombard St., Balti- 
more, last month underwent a minor op- 
eration at Sinai Hospital. 

Samuel Hyman, of High Point, N. C., 
visited the Baltimore market on his re- 
turn from the New York convention. 
He was accompanied by Mrs. Hyman. 

Thos. Harris of Milan, ‘Tenn., has ac- 
quired the location occupied for several 
years by Kizer & Co., and after remodel- 
ing, will occupy it with his jewelry store. 

J. Sid Chadwick, of Gulfport, Miss., a 
graduate of Elgin Watchmakers College, 
has been employed as watchmaker for 
Norton’s jewelry store, Winchester, 
Tenn. 

More than $700 worth of watches were 
obtained from the windows.of K. Burns 


| and Son, Jacksonville, Fla. recently. 


EASTON WATCHES 
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when window smashers threw a_ brick 
through the window. 

Templeton Jewelry Co., Chattanooga, 
has filed suit in U. S. District Court 
seeking to recover $2,800 in income tax 
which they claim was “illegally and 
wrongfully collected.” 

C. F. Millman, of Dover, Del., has 
moved his jewelry store across the street 
from his previous location, and now 
boasts of one of the most attractive 
establishments in the town. 

The Wilhelm Jewelry Company has 
been chartered in Tampa, Fla., by J. R. 
Wilhelm, H. A. Barnett and W. J. 
Bivens. It will have 100 shares of stock 
with a par value of $100 a share. 

Watches and rings valued at $3,000 
were reported stolen during the week- 
end of Sept. 10 from the A. J. Winters 
jewelry store at Paris, Ky., by thieves 
who cut a hole through a partition. 

Oscar Samuels, of J. Engel & Co., who 
has been ill for a month with high blood 
pressure, is now recovering and his many 
friends look forward to the opportunity 
of seeing him in his accustomed place. 

C. L. Wells, general manager, and 
A. O. Jenkins, assistant general mana- 
ger, of the Duval Jewelry Co., Jackson- 
ville, Fla., have returned from a buying 


trip to New York and eastern markets. 


The 1940 catalog of J. Engel & Co., 
Baltimore St. and Hopkins Place, pre- 
sents an attractive appearance’ with 
olive green decorations and_ lettering 
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stamped in silver and wire binding to 
make the volume easy to handle. 

Sidney Kosch, of Spartanburg, S. C., 
has bought out Young’s store at Ashe- 
ville, N. C., and it is being operated by 
Leon Lashman, a brother-in-law, under 
the name of Lee’s. Mr. Lashman is a 
former Baltimorean, as is his wife. 

A new store front in black and blue 
agate glass, a new silhouette sign, a new 
lighting system and new interior decora- 
tions are being installed by the Carolina 
Jewelry Co., Asheville, N. C., following 
designs by T. H. Wills, of Atlanta, Ga. 

For the third time within a year, the 
store of the Perel Jewelry Co., 120 E. 
Baltimore St., Baltimore, was broken 
into on the night of Sept. 6, and watches 
and rings valued at $100 were stolen. 
The thieves smashed a pane of glass in 
the vestibule and thus entered the store. 

Jerome Hoffer, Jr., son of Jerome 
Hoffer, of Camden, S. C., a graduate of 
the Georgia School of ‘Technology, has 
obtained a position with the Glenn Mar- 
tin Co., builder of airplanes at Balti- 
more, in the capacity of aviation en- 
gineer. 

Interest in baseball among the resi- 
dents of Cambridge, on the Eastern 
Shore of Maryland, found expression 
last month when handsome Elgin watches 
were presented to every member of the 
local team. The timepieces were fur- 
nished by G. L.. Tubman & Son and were 
paid for by public subscription. 

A new front in black carrara glass is 
being added to the store of the Globe 
Jewelry Co., Durham, N. C. Other im- 
provements include a new sign with sil- 
houetted letters, new lighting fixtures 
and a new interior decorative scheme of 
ribbon striped mahogany. J. E. Weaver 
is manager. 

Work has started on remodeling and 
modernizing the interior of the big Maier 
& Berkele jewelry store at 111 Peachtree 
St., Atlanta. New “invisible glass” win- 
dows were installed a number of years 
ago, and the new interior trim, being 
made under the direction of T. H. Wills, 
is in keeping with the modern aspect of 
the exterior. 

The National Wholesale Jewelry Co. 
has been incorporated under Maryland 
laws to conduct business at 21 N. Liberty 
St., Baltimore. The company has an 
authorized capital of 1000 shares of a 
par value of $100 a share, and the 
charterers of record are Sam B. Conn, 
Benjamin Miller and Paul E. Benjamin, 
all of Baltimore. 

The Macon, Ga., city council is consid- 
ering a tax on chain stores similar to 
one recently declared constitutional by 
the courts in Columbus, Ga. The measure 
would impose a city tax on chain stores 
ranging from $50 per store where the 
chain has less than 10 units, up to $1,200 
per store where the national chain has 
400 units or more. 

Charles Reyner, of Reyner’s, Inc., and 
P. H. Nunnery, of The Jewel Box, in 
Columbia, S. C., have returned from 
trips to the A.N.R.J.A. meeting in New 
York and a visit to the World’s Fair. 
Ferris Epting, of the T. E. Epting 
Jewelry Co., Columbia, spent his vaca- 
tion with his wife and daughter, Doris, 
in Rocky Mount, N. C. 
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One of the most beautiful stores in 
the Carolinas has been opened in Wil- 
mington, N. C., by Ben Kingoff. This 
store, designed by T. H. Wills, of At- 
lanta, has a front of Tennessee marble 
and Oriental wood, and the interior is 
finished in Oriental wood with the fioor 
of marble. A watch repair department 
and offices occupy the second floor. 

A. S. Perry, Atlanta, Ga., has been 
appointed advertising director and mer- 
chandising consultant by the Schiffman 
Jewelry Company, Greensboro, N. C. Mr. 
Perry is well known in the South as an 
advertising and merchandising specialist 
in the retail jewelry trade, and serves as 
consultant for some of the section's old- 
est and largest retail jewelry stores. 

Scottsville, Ky., residents dislike to 
have their slumbers disturbed even 
though the disturbance may come from 
the town clock, so the Fiscal Court or- 
dered the custodian of the building not 
to wind the gong mechanism for a trial 
period of 30 days. The action followed 
protests from citizens that the clock 
struck the hours so loudly it awakened 
them at night. 

The Baltimore Jewelers’ Bowling 
League got under way the night of Sept. 
7, when 10 teams lined up on the Recrea- 
tion alleys, representing the Stieff Co.; 
M. Greenebaum & Sons, Leon Levi, S. 
& N. Katz, the New City Optical Com- 
pany, J. Engel & Co., the South Balti- 
more Jewelers, the Kaplan Engraving 
Co., the Lakein Jewelry Co. and the H. J. 
Schwarz Co. Duck pins were used, and 
scores above 100 were numerous. Keen 
interest was manifested. Prizes will be 
awarded to the high men at the close. 

Beck Jewelry & Optical Co. is now 
open for business at 621 S. Gay St., 
Knoxville, becoming the 38th store that 
this firm has in the United States. An 
optical store was formerly operated on 
Market St., but this is being combined 
with the complete jewelry stock at the 
new store. A “World Fair” motif was 
observed in the interior fixtures and 
decorations with blond birch and chrome 
display cases, with special neon light- 
ing effects. C. L. Foster is manager of 
the store. 

Solomon Kivel, who recently opened 
a watchmaker’s repair shop at 107 S. 
Court St., Memphis, tells a “stranger- 
than-fiction” story about how he became 
a skilled watchmaker. Kivel, as an 11- 
year-old boy, in 1908, found the watch 
of Czar Nicholas II, in the city of 
Mimisk, Russia, and returned it to him. 
In gratitude the Czar made it possible 
for him to go to a watchmaker’s school 
in Switzerland. He came to the United 
States and served as a watchmaker in 
the U. S. Army during the World War. 

Harry Busch has purchased all in- 
terests of Max Friedman in Royal 
Jewelers, 504 Gay St., Knoxville, Tenn., 
ending a partnership of 18 years which 
has seen the business grow to almost 10 
times its former size. Mr. Friedman has 
leased the store at 304 S. Gay St., and 
by Oct. 1 will open his own business, to 
be known as “Max Friedman, Jeweler.” 
The store is being completely remodeled 
and air-conditioned. Mr. Friedman is 
now in the eastern markets purchasing 
an entirely new stock of merchandise for 
his store. 
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& Steuwer Co., in 
new home at 104 S. Main St., to 
they moved last month from 147 
ison Ave., are now back in the same 
block where the store started its Mem- 
phis career half a century ago. The dis- 
play windows and interior have fluores- 
cent lighting—something new in Mem- 
phis. Officers are: Mrs. O. K. Steuwer, 
president; E. EK. Lott, general manager; 
F. J. Hugger and J. C. Griesbeck vice- 
presidents; A. N. Wolff, secretary. The 
store has branches at Little Rock, North 


A. Graves 


Little Rock, Knoxville, Amory and 

Vicksburg. sei 

Geo. T. Brodnax, Inc., Memphis, 

Will Install Air Conditioning 
Mempuis, Tenn.—George T. Brodnax, 


Inc., has executed a new lease for ten 
years on its present handsome quarters 
at 39 S. Main, corner Monroe Ave., where 
it occupies seven floors of one of the 
most artistic buildings in the central 
business section. ‘The structure has more 
display on both streets and all floors than 
any other corner in the city. 

Plans were also announced for re- 
modeling to provide a larger entrance 
on the Monroe Ave. side. The present 
lease did not expire until August, 1910. 

Architect Estes W. Mann of Memphis is 
preparing plans for the remodeling, which 
will cost about $15,000. The plans con- 
template also a rearrangement of the 
first floor, redecoration of the entire 
building and installation of air condi- 
tioning. Albert Erskine is president of 
the jewelry firm. 


Salesman Loses Jewelry 
Worth $2,500, in Baltimore 


Bartrmore—Charles Lewis, a jewelry 
salesman, left a case with rings, watches, 
chains, alarm clocks, set of silverware 
and other items in the rear of his car 
when he parked it in front of 2840 
Huntingdon Ave. on the evening of Sept. 
18 while he paid a call. When he came 
out a short time later he found his car 
missing. The car and the sample case 
were recovered two days later, but the 
valuables were gone and no trace of 
them has been found. 

Among the articles in the case were 34 
watches, a variety of diamond and 
jeweled rings and the set of silver, con- 
sisting of 52 pieces. The valuables in the 
case were estimated to be worth $2,500. 





NAB 4 JEWELRY THIEVES 

Aveustra, Ga.—A ring which police say 
stole thousands of dollars worth of mer- 
chandise from jewelry stores and others 
in Augusta has been broken up with the 
arrest of four young men. 

Augusta jewelry stores robbed by the 
gang in the past year include those of 
M. Tenenbaum, H. Schmerling, C. P. 
Walker and Fred Morris. 

Greensszoro, N. C.—Thieves who opened 
the locked door of his automobile, parked 
in the rear of the bus terminal here, took 
more than $1000 worth of jewelry re- 
cently from W. J. Richards, of Provi- 
dence, R. I. sales representative of 
Ostby & Barton Company, Inc. 
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GEM-STONES 


By G. F. Herbert Smith 
An Interesting Authoritative Book 
Comprising 40 chapters and many 
diagrams, plates and tables by an 
outstanding authority. Over 300 
pages. Price $3.00. 
THE JEWELERS’ CIRCULAR- 
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“Quality Findings” 


The Newall Mfg. Co. - Chicago 











DIAMOND CUTTING 


Re-Cutting Price Net—Special 


et ee % and % Carat $9 
and Carat 7/ % and 1 Carat 10 


Removing Chips $1.50 to $3.00 


Estimates Furnished 
Memo selection of diamonds on request. 


Stein & Ellbogen Company 
Diamond Cutters and Importers 
55 East Washington St., Chicago, Ill. 








© FULLERS FINDINGS 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 





if you want a Complete Catalog of 











Send Glass Sizes for Estimate 
Designs end Materiais - No ODtigation 


CAMDEN ARTCRAFT CO. 160 N.Wells St. 


CHICAGO. ILL. 





William Lambrecht, Jr., of Wm. Lam- 
brecht & Son, 1958 Milwaukee Ave., re- 
turned early in September from a fishing 
vacation spent by him and Mrs. Lam- 
brecht at Phillips, Wis. 

Arthur Lindquist, manager of Geo. H. 
Fuller & Son Co.’s Chicago office, has re- 
turned from a six weeks’ vacation trip to 
California and the Northwest. He was 
accompanied by Mrs. Lindquist. 

Elmer H. Hinkey, who recently pur- 
chased the Birger Larson retail jewelry 
store at Ottawa, IIl., was a recent visi- 
tor to the Chicago market. Mr. Hinkey 
was associated with Mr. Larson for sev- 
eral years as watchmaker. 

John Straub, 55, who has been em- 
ployed in the stock room of the Interna- 
tional Silver Co.’s Chicago office for the 
past 18 years, died suddenly on Sept. 14. 
For several years prior to his association 
with International he was employed by 
the A. C. Becken Co. 

A. C. Becken, Jr., of A. C. Jr., Inc., 
accompanied by his family made an ex- 
tensive automobile trip early in Septem- 
ber. The first stop was Emporium, Pa., 


| where they visited relatives and were 
| joined by his mother for a tour through 


New York to Boston and environs. The 
return trip was made through Canada. 
Robert G. Arcus, for many 


wholesale, suffered serious injuries re- 


| cently while waiting for an elevated 





train in Oak Park. He fell from the 
platform, fractured several ribs and in- 
jured his spine. After a short stay in the 
hospital he is now recuperating at home. 

William Gallup, who conducts the 
Keystone Watch Case Corp.’s material 
department in New York, transacted 
business in Chicago last month and re- 
newed many old acquaintances made in 
the trade when he was located here years 
ago. His trip extended as far West as 
Kansas City and he combined business 
and vacation all the way. 

Charles C. Smith, vice-president and 
general manager of the Hamilton Watch 
Co.; Lowell Halligan, director of sales 
research, and Robert J. Gunder, dealer 
service manager, made a business trip to 
the Chicago territory last month, and 
Mr. Gunder and Mr. Halligan remained 
to assist Jack Keenan and J. Roy Philp 
at the N.A.C.J. convention. 

Friends of Ed Gallager have recently 
learned of his death during the summer 


years | 
jewelry buyer for Marshall Field & Co., | 


- CHICAGO © 








at his home in Ft. Wayne, to which he | 


retired a few years ago after more than | 


55 years of calling on retail jewelers of 
the Middle West. He was one of the best 
known and popular men on the road. 
During his 55 years of service in the 
trade, he represented the following well 
known houses: Bauman-Massa Co., St. 
Louis; Benj. Allen & Co., Depres, 
Bridger & Noel, The Ball Co. and Stein 
& Ellbogen. Mr. Gallager was 79 years 
old at the time of his death. He is sur- 
vived by his widow. 

The West Side Retail Jewelers Asso- 
ciation of Chicago held an interesting 
meeting at the West Side Athletic Club 
the night of Sept. 11. In the absence of 
Morris Goldblatt, president, Vice-Presi- 
dent Otto Hartman presided. Among 
the speakers of the evening was Henry 
Mortensen, secretary of the _ Illinois 
R.J.A., who discussed wholesaler retail- 
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ing and jewelry publicity. Each member 
of the organization in good standing will 
be provided with a frame and 10 slogan 
cards to be displayed in his window. 
Each slogan card is embellished with the 
emblem of the association and identifies 
the store as a member. 





Handy & Harman Will Show 
Production Brazing in Chicago 


Handy & Harman’s booth at the Na- 
tional Metal Exhibition in Chicago will 
feature a production brazing job. Kero- 
test compressor valves, fluxed and with 
an Easy-Flo insert, will be loaded onto a 
traveling belt and brazed, cleaned and 
cooled at the rate of five joints per 
minute. 

There will also be a welding table 
where demonstrations will show how the 
brazing alloys Sil-Fos and Easy-Flo are 
used with a wide variety of ferrous and 
non-ferrous metals. On counters there 
will a large collection of typical jobs on 
which these alloys are now used in regu- 
lar production. Other products to be 
displayed will include fine silver, silver 
clad metals and sintered metals. 





GETS LONG-DISTANCE REPAIR JOB 


Wesrvort, INpn.—Because Harry Reid- 
enbach, local jeweler, had evidently given 
good service to a customer at one time, 
he benefited by some word-of-mouth ad- 
vertising which brought results in a far 
corner of the globe. Mr. Reidenbach re- 
cently returned by registered mail two 
watches owned by Mr. and Mrs. G. A. 
Schoombie, of Georgetown, Dutch 
Guiana, which had been sent to him for 
repairs. His name had been given to the 
Schoombies by a missionary in Trinidad. 





BANDITS GET $3,500 LOOT 


Omaua, Nes.—J. M. Malashock, local 
jeweler, reported to Council Bluffs, 
Iowa, police that he had been held up 
near Glenwood, Iowa, the night of Sept. 
4 and robbed of cash and jewelry worth 
$3,500. Mr. and Mrs. Malashock and 
their three sons were returning from a 
vacation in the Ozarks when two men in 
a sedan stopped them and took their 
cash, personal jewelry and an envelope 
containing several diamond rings. 





GOLDMAN'S HAS $35,000 FIRE LOSS 


Kansas Crry, Kan.—One fireman was 
killed and more than a dozen others were 
incapacitated while fighting a fire which 
wrecked the Goldman Jewelry Co. store, 
646 Minnesota Ave. Heavy smoke came 
from the source of the blaze in the base- 
ment. The loss was estimated at up- 
wards of $35,000. The firm reopened for 
business in a temporary location at 715 
Minnesota Ave. 








CENTRAL WATCH CO. 


WATCH REPAIRING 
for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 
5 South Wabash Ave. Chicago, IIl. 
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INSPECT ELGIN FACTORY—Host to members of the Chicago Horological Association on an all-day 
sightseeing and get-acquainted trip recently was the Elgin National Watch Co. A group of 27 watch- 
makers gathered early in the morning in the Chicago offices of the Elgin Co. where they were greeted 
by Howard D. Schaeffer, vice-president. In a chartered bus the visitors were taken to Elgin where they 
spent the day going through various departmants of the plant and the Elgin Watchmakers' College. 

The group was entertained at lunch at the Elgin Country Club with James G. Shennan, factory super- 
intendent, as host. Shown are H. W. Johnson, K. Hedin, J. B. Spaulding, Erwin H. Camp, J. F. Macke, 
Paul C. Elder, J. Thomas Harley, Fred Attermeyer, Julius Adams, Chicago; Herman Krel, Evanston, Ill.; 
L. G. Albert, Chicago; Steve V. Pappas, Elgin; C. J. Bellanger, Alfred Schierer, A. H. Willnow, A. H 
Gustafson, Cc. E. Bromund, Frank Jacobs, Chicago; Karl Kneisel, Wheaton, Ill.; L. E. Harlan, Jack H. 
Lund, O. L. Walker, Irving G. Jensen, James A. Hall, Carl H. Ander, Chicago; Ralph Bersat, Glen 

Ellyn, tll.; and Bernard Fanchi, Chicago. 


SHEAFFER PEN PROFITS UP 


Forr Mapison, Iowa—A dividend of 
$1.50 per share has been declared on 
Sheaffer Pen’s common stock of no par 
value, payable Oct. 15, to stockholders 
of record at close of business Sept. 30. 

C. R. Sheaffer, president of the com- 
pany, stated that all preferred stock of 
the company had been called as of Jan. 
1, last, and has all been retired. The 
company has no bonded indebtedness or 
notes payable. He further stated in con- 
nection with foreign business that the 
company does less than 10 per cent of 
its business in foreign countries and has 
proposed arrangements to overseas dis- 
tributors which, if accepted, would as- 
sure payment for goods in New York 

rior to shipment, thus materially reduc- 

MANAGES STORE AT 22 | ing the pensihiliiy of losses due to ex- 
Omana, Nes.—Richard F. Pugh, who | change fluctuations. 
. now operating the Pugh Bros. store, | —— 

ere, is probably one of the youngest 
jewelry store managers in the ae, PLENTY OF PROOF 
being only 22 years of age. He has had | 
a great deal of experience, however, for 
he began work at the age of 12 in his 
father’s jewelry store in Youngstown, | 
Ohio, and held every position from | 
wrapper to assistant manager, which job 
he quit to take the Omaha post, which he 
assumed late in August. 


KALAMAZOO JEWELERS PICNIC 


KaLamazoo, Micu.—About 100 mem- 
bers of the Kalamazoo Jewelers Club, 
their employees and families, enjoyed 
their annual picnic late in August at 
Gull Lake. Horseshoe pitching, bridge, 
swimming and boating and a _ picnic 
lunch were on the afternoon’s program. 
Plans will be made for a ladies’ night 
dinner-dance in the near future. 


MOUNTINGS YOU CAN SELL 


Special orders for one or lots 
Diamond Setting and Jewelry Work 
Service for Retailers and Jobbers 
Submtt us your designs and samples for Special Prices 


The CLYDE STONE CO., MFG. JEWELERS 





Deadline for Exemption Under 
Indiana's Watchmaker Law 
Oct. 1; Exams Required Hereafter 


INDIANAPOLIS, IND.—October 1 was the 
last day on which watchmakers of this 
state could file their applications for li- 
cense by exemption with the Indiana 
State Board of Examiners in Watch Re- 
pairing. Since that date it has been nec- | 
essary for any desiring to enter or con- 
tinue in the practice of watchmaking to 
pass an examination. 

The Marion County Superior Court, 
on Sept. 14, ruled that the Board of Ex- 
aminers cannot be enjoined from enforc- 
ing the provisions of the licensing law. 

















In order to avoid any skepticism on the part 
of his friends, Ed. Williams, Bloomington, Ind., 
retail jeweler, had the photographer make a 
pictorial record of his piscatorial prowess, after 
a day's fishing at Butternut Lake, near Eagle 











University Bidg., Denver, Colo. River, Wis. The fish are all small-mouth bass, 
{ two pounds and over. 
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WATCH DIALS 
REFINISHED 


RESTORING 
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Healy Officeen sly 
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Los Angeles Dallas 
Oakland Detroit 
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WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHING CO, 
612 METROPOLITAN BLDG. 
DETROIT, MICH. 











McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 


“THE OLD SHEPHERD’ RADIO PROGRAM 
EXCLUSIVELY FOR JEWELERS 





DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 
Prices upon request 
CHICAGO DIAMOND SETTERS 
5 So. Wabash Chicago, Ill. 




















fcme WATCH CO. 


3S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 


Geod Condition 
Goed Dials 
0-Size Elgin, A he 

* SS ay 


ing Hunting 








ih tt. 3 — 15J, yo 7 PRICE 
i i, $2.25 “on $3.25 ba = 
71. $2.25 — 151, $3.25 | NEW MATERIALS 


BOTWLVO 404 2s 





TJ i 15J 
18 size Htg. Elg.. Wal. | Wheels, pinions, 
73, aoe 151, $I. " pallet forks, etc. 
8 .B. Elg., Wa for all watches. 

‘ 25 — aa 

pty oa. we Send sample of 
AA 73¢ — ay what you want! Af 
or ova Guaranteed! Remi? 
my, a “ar only if satisfactory. 

J -25 














GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 




















a 


Scrap and Wastes 


PURCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


VERNON-BENSHOFE CO.’ 
933 Ridge Ave. Pittsburgh, Pa 























i GOLD and SILVER 















JEWELRY REPAIRING 
DIAMOND SETTING @ DESIGNING 
SPECIAL ORDER WORK 


BAUER & MUTSCHLER 


405 Clark Bidg., Pittsburgh, Pa. ATlantic 2336 








THE Casinet Fixture Co. 
Designers and Manufacturers 


JEWELRY STORE FIXTURES 
WALL CASES - FLOOR CASES, ETC. 
Office, Factory and Display Rooms 
2027-29-31 CHATEAU STREET 

N. S., PITTSBURGH, PA. 


F. A. NOLL, Pres. Cedar 3859 











PITTSBURGH 


Remodeling of the Wm. ‘Teper jewelry 
store, Washington, Pa., has been com- 
pleted. 

William J. Sample, vice-president of 
the Grogan Co., Inc., has returned from 
a vacation. 

Mrs. M. K. Buckner, Morgantown, 
W. Va., jeweler, is conducting a sale 
prior to moving to a larger and _ better 


| location. 


| Georgian 


David F. Walton, manager of W. W. 
Wattles & Sons Co., has returned from 
Bay where he enjoyed the 
fishing. 

Edwin L. Gluck. son of Fred Gluck 
of Martin Gluck & Sons, has returned to 


the Northern Illinois College of Op- 
tometry where he is a student. 
Maurice W. Rihn, manager of ‘Ter- 


heyden Co., 530 Smithfield St., is back 
on the job, after having been confined 
to his home for more than a week. 
Cranes Credit Jewelers in the Rovose- 
velt Hotel are putting in a new Carrara 
glass front, manufactured by the Pitts- 
burgh Plate Glass Co. Ted Abrams. is 


| manager. 


A thought-provoking sign in the offices 
of the M. A. Mead Co., Clark Bldg., 
reads: “Don’t talk war—talk business. 


| Thank the Lord we live in the good old 


U.S:A.” 

J. W. MecKain, Aliquippa, Pa., retail 
jeweler, is encouraged over the fall out- 
look. He informed the Jeweiers’ Circu- 


LArR-Keystonrt that 1800 men have been 


recalled to work by the Jones & Laugh- 
lin Steel plant. 

W. W. Wattles & Sons Co., 517 Wood 
St., have recently added several new 
wall cases and remodeled the silver de- 
partment. The fixtures were made by 
the Cabinet Fixture Co., 2027 Chateau 


| St. 


William Grafner, member of the firm 
of Grafner Bros. recently flew to Chicago 
on business. The firm is remodeling the 
interior of the store and several new 
employees have been added. James Gluck, 
salesman for the company, says business 
is looking better every day. 

Max Unger, éxedit jeweler, who con- 
ducts a store at LibertyAve. and Tenth 
St., near the P. R. R. station, has leased 
the southeast first floor corner of the 
Oliver Building, Oliver Ave. and Smith- 
field St., where he will enjoy better and 
larger quarters. The store is now being 
remodeled throughout and opening will 
occur early in October. 

Among the early out-of-town buyers 





THE SAMUEL WE 





NHAUS COMPANY 


DISTRIBUTORS OF 
AMERICAN WATCHES OF MERIT 





LORD ELGIN * 
* LADY ELGIN 


WALTHAM 


PREMIER 





DIAMONDS—JEWELRY—SILVERWARE—CLOCKS—DRESSERWARE 





720-722 PENN AVENUE 





PITTSBURGH, PENNA. 
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noted in local wholesale jewelry houses 
during the past few weeks were: E. S. 
Hutchinson, Kittanning, Pa.; T. C. 
Rainey, Mahoningtown, Pa.; Leonard 
Rosenthal, buyer for Mills Credit Jewel- 
ers, Lockport, N. Y.; Mrs. M. E. Buck- 
ner, Morgantown, W. Va.; M. Bobes, 
Martins Ferry, 0.; and R. E. Shaffer, 
Butler, Pa. 

Pittsburgh was well represented at the 
credit jewelers’ convention in Chicago 
last month. Among those in attendance 
were William J. Kappel, of the W. J. 
Kappel Co.; Louis Silberman, manager 
of the W. J. Wilkens Co. Liberty St. 
store, Martin Kramer of East Liberty 
and Herman Auerbach and John Joseph 
of the Pittsburgh office of M. A, Mead 
& Co. 

“Will the rising market boost prices 
of diamonds?” That’s the interesting 
caption of a quarter-page advertisement 
which Hardy & Hayes Co. carried in 
the Pittsburgh Sun-Telegraph of Sept. 
17. The advertisement, a reverse plate 
and carrying six illustrations of priced 
merchandise, then went on to state: “Due 
to chaotic European conditions, platinum 
has already risen sharply and insurance 
rates on diamond shipments are now ten 
times normal. While we make no defi- 
nite 


predictions, higher retail prices, 
accordingly, seem inevitable. Cautious 
buyers and keen investors will recog- 


nize the folly of delaying their purchases 
even a few days for we have no way of 
knowing how soon market fluctuations 
will precipitate new peaks in diamonds 
and precious stones. Our prices are the 
same as before the war.” And in small 
type across the bottom of the advertise- 
ment, this significant statement, “A 
Hardy & Hayes courtesy—your charge 
may be extended to include six months.” 


CARPENTER OPENS STORE 


Harnrissurc, Pa.—Jack Carpenter and 
his sister, Sarah Carpenter Rensel. 
opened a jewelry store Sept. 15 at 40 
N. Third St. 

Mr. Carpenter had been manager of 
Lippman’s Jewelry Store in Harrisburg 
for three years, and had been with the 
same firm for 12 years in Trenton, N. J. 
His sister had been employed at Laub- 
heim’s jewelry store, this city, for three 
years. The store has an Old English 
front in keeping with the surrounding 
stores. Light blue walls and ceiling har- 
monize with the floor covering. Modern 
lightitg equipment shows off the hazel- 
wood display cases to advantage. 


BOND JEWELERS OPENS 


CARBONDALE, Pa. — Bond Jewelers, a 
new business, will be started here in a 
new store in the Van Bergen Bldg. in 
the near future. The store will be super- 
vised by M. S. Trucker, Scranton 
jeweler. 





JEWELRY REPAIRING 
DIAMOND SETTING @ ENGRAVING 


Prompt Service and Careful 
Attention Given to All Work. 


DOERNBERGER and MUCK 
406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
TELEPHONE: AT. 7848 
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Diamond Ad Drive 
To “Carry On” in 
Spite of the War 


The recently announced national cam- 
paign to promote the sale of diamonds 
in the United States will be continued in 
spite of the start of the European War, 
it was announced in New York in a 
statement issued by officials of the De 
Beers Consolidated Mines, [.td., of South 
Africa. 

This assurance was given in reply to 
rumors that such a campaign was to be 
discontinued because of the war. The 
decision to “carry on,” it was said, is 
based on the demonstrated popularity of 
the diamond in spite of crises, and indi- 
cations of favorable business and finan- 
cial conditions in this country. 

Diamond imports in the United States, 
it was recalled, increased greatly during 
the first World War, reaching a peak in 
1919. 


Wallace Nomes Sales Managers 
For Pacific, Mid-West and East 


WALLINGFORD, Conn.—— R. Wallace & 
Sons Mfg. Co. announced last month that 
with the idea of carrying out its fair 
trade policies it has decided to have three 
sales managers across the country, whose 
duty it will be to work closely with the 
firm’s salesmen and customers in doing 
a better selling and merchandising job. 
Kach sales manager will be responsible 
for company policies in his division as 
well as sales. 

Tom McCready, who has been sales 
manager for many years, was given his 
choice of districts and has chosen the 
Pacific division in view of his many 
years’ experience with Wallace on the 
West Coast. H. E. Reich will continue 
as manager of the Midwest division with 
headquarters at Chicago, and M. L. 
Gundlach will assume charge of the East- 
ern division in New York. 


HAMILTON SEEKS COURT INJUNCTION 


lLaANcASTER, Pa.—Request for an_ in- 
junction charging $200,000 damages for 
unfair competitive practices and trade- 
inark infringement has been filed by the 
Hamilton Watch Co. against the Hamil- 
ton Chain Co., Young’s, Ine., S. & S. 


Mfg. Co., Alfred Spear and Louis Suss- 
kind, in Rhode Island. 








THEIR YEARS TOTAL 241 





These three brothers, Charles R., 85, L. Grant, 76, 
and George N. Talcott, 80, partners in Talcott 
Bros., Olympia, Wash, jewelers, have a combined 
age of 241 years, which certainly is some sort of 
a record so far as the jewelry trade is concerned. 
Charles Talcott, who started the business on 
Dec. 2, 1872 was joined in 1882 by George, and 
in 1889 by Grant, which makes ao total of II7 
years that they've worked together. The store 
ranks as the oldest store in the state under the 
same management. 


Quaker Silver Company Revived 
To Make Sterling Hollowware 


NorrH Avrriesoro, Mass. — The name 
Quaker Silver has been revived by James 
W. Jennings, who founded the old com- 
pany 15 years ago, with the formation 
Aug. 1, 1939 of the new Quaker Silver 
Co., Ine., located at 84 Chestnut St., 
North Attleboro. 

Lines of sterling silver hollowware and 
patented sterling silver salt and pepper 
shakers are now in production 

Mr. Jennings is president and trea- 
surer and has seven salesmen representing 
the new firm direct to the retail trade. 
The New York office is 362 5th Ave. 


JULY IMPORTS 


Article Number Value 
Watches and watch 
movements ... 213,494 $627,231 
Watch parts ...... aiatala 61,231 
Clocks and clock 
movements ...... 590 2,852 
Diamonds 
Rough, uncut 11,609 cts. 537,237 
Cut, unset 33,500 cts. 1,704,119 
Pearls— 
ho | eraser er 19,652 
Cultured or cul- 
co ees 29,712 
Other precious or 
semi-precisus 
stones 
Rough, uncut 22,463 
Cut, UMGet oc kk 141,051 





LAUBHEIM'S STAFF VISITS BULOVA FACTORY—Members of the staff of Laubheim's Credit Jewelers 
chain of stores—from Pennsylvania and West Virginia—who came to New York for the ANRJA Conven- 


tion, are shown above after their visit to the Bulova Watch Co.'s factory at Woodside, L. |. 


Laub- 


heim's representatives were escorted through the different departments of the factory and each process 
of manufacture was explained to them in detail—a great factor in aiding them to make bigger and 
better sales. 
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WHY ask your customers 
to pay more? 


BABY SHOES 


METALIZED 


Encased in SOLID METAL by 
the improved ARTCO process 


RETAIL 


$9.7 > 4,50 


SINGLE PAIR 


Choice of BRONZE or 4 
other beautiful finishes. 


Solid bronze, genuine marble 
and onyx ash-trays, book 
ends, etc., for mounting at 
lowest prices. 

Quality workmanship and 
prompt, reliable service 
guaranteed. LIBERAL DIS- 
COUNTS. Write for complete 
information. Send us your 
next order. 


ARTCO 


METALIZERS 
5309 Wabada Ave., St. Louis, Mo. 























1914 1939 


29TH 
ANNIVERSARY 


25 years of service to jewelers 
25 years of savings to jewelers 
25 years of safety to jewelers 


SPELLS 


25 years of satisfaction to our 
thousands of policyholders 
throughout the United States 
and Alaska. 


If you are not yet one of our 
policyholders, in justice to 
yourself, you should inquire 
about our plan of operation 
and savings. 


ee ae ee 


EWELER 
Mut uy 


INSURANCE COMPANY 
ELERS INSURANCE BUILDING 


Wisc On S23 


tabi 





JEW 
NEENAH, 

















Diamond Rings - - -Specializing in 
Diamond Rings 
you can sell, 

Jewelry - - - = = =Largest assort- 
ment and lat- 
est styles. 

Kenwood Watches -You can sell 
with satisfac- 
tion and right 
price. 


KLEIN BROS. CO. 
WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 








FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 
ELGIN—*HAMILTON 
* ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 


1847 ROGERS BROS.— 
WM. ROGERS SON— 
COMMUNITY SILVER PLATE 


Also all well known jewelry lines 


GERWE-FROHMAN CO. 
CINCINNATI OHIO 











AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 








DIAMOND-CUTTING 


expert work... fast service 


$ 9.00 per carat 
mee 0. 0 ol amor: Bare bc 
11.00 per carat 
12.00 per carat 
14.00 per carat 
16.00 per carat 
18.00 per carat 
26.00 per carat 


SONS 


Cincinnati, 


Va oF War Be 
ie or: ar: & ¢ 
rome Bare Bd 
enor: Dar: A 
rome Dare B 4 
2 carat 
ons ar: 
4 Carat 


LITWIN & 


114 West 6th Street, Ohio 











SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 yeers. 











Diamond Mountings 
and Wedding Rings 


Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cincinnati, Ohio 


( Workers in precious metals. 




















Robert Lange, veteran jeweler, is back 
at his store, having fully recovered from 
an infected foot. 

Elmer Mclean and Hal Tharp, as- 
sociated with Robert L. Hummel, are 
back on the job after their annual va- 
cations. 

Edward Herschede, Jr., and William 
Tousmeyer of Frank Herschede Co., 
visited Dix Dam, Ky., on a fishing jaunt 
over Labor Day. 

John A. Gerwe, head of Gerwe-Froh- 
man Co., is on a five-week trip through 


the southwest. His main objective is 
Dallas, Tex., for the Southwest Gift 
Show. 


Robert Herzog, with his wife and 
daughter, made a vacation trip to Lake 
Hamilton, Ind. Mr. Herzog is associated 
with Elmer ‘'T. Herzog, jeweler of 
Covington, Ky. 

Jack Getz, jeweler at Sixth and Vine 
Sts., heard his name broadcast before 
more than 28,000 fans when he presented 
a strap watch to Bucky Walters, lead- 
ing pitcher of the Cincinnati Reds. Getz 
conducted a popularity contest among 
his customers to establish the most liked 
player on the pennant-chasing Reds and 
it turned out to be the twirler. 

The Getz Jewelry Co., which is to 
vacate the northwest corner of 6th and 
Vine Sts., before the end of the year, 
will replace Jackson’s, a jewelry enter- 
prise at the southwest corner of 7th and 
Vine Sts., a block away from its old 
location. ‘The Getz concern will obtain 
larger quarters than were occupied by 
Jackson, as an additional bay on 7th St. 
will be added to the corner space. The 
Jackson store was an affiliate of the 
Getz firm. 

A member of the jewelry craft for 45 
years was removed from the local ranks 
in the death of Charles .J. Heileman, 
founder and proprietor of the manufac- 
turing firm of Heileman & Roth. He 
died at the Holmes hospital after an 
illness of two weeks. Heileman was a 
lifelong resident of Northern Kentucky. 
He had been in the jewelry business 
more than two score years and founded 
the manufacturing firm of which he was 
head in 1919. Besides his widow, C. R. 
Heileman, a son who is in charge of the 
sales department of the concern, three 
brothers and two sisters survive. 

The presence of a new watch in a 
pawnshop led to discovery of the theft 
of 10 timepieces and 21 diamond rings 
from the English Jewelry Co., at 41 E. 
5th St. The watch was uncovered by 
local detectives who became interested 
as the design was only recently placed 
on the market by the Gruen Watch Co. 
Consultation with Gruen officials showed 
it had been sold to the English concern 
and after Hyman Bongard, proprietor, 
made an inventory of his stock he found 
he had been robbed of articles valued 
at more than $1,000. A porter told police 
he had been stealing the jewelry since 
June 15. He has been charged with 
grand larceny. 


The Sumner Jewelry Co., 1558 Main 
St., Springfield, Mass., has been incor- 
porated, with 5000 shares no par stock. 
Incorporators are Mary E. Ford, presi- 


dent; Dorothy B. Makin, treasurer; 
Anne Morley, clerk, and others. 
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Indefatigable Ohio Watchmakers 
Renew Drive for License Law 


Cincinnati—A more intensive drive 
to effect enactment of a watchmakers’ 
licensing law at the next session of the 
Ohio legislature has been in the course 
of preparation for several weeks. 
Whether the legislature meets in an 
extra session or awaits the turn of the 
year, the Ohio Watchmakers Associa- 
tion is going to bring all possible pres- 
sure to bear. 

As the first phase of their campaign, 
the watchmakers held a mass meeting at 
the Deshler-Wallick Hotel in Columbus, 
Sept. 24, to impress state officers with 
the solidity of their ranks and the sin- 
cerity of their purpose to effect the much 
desired legislation. 'The measure sub- 
mitted to this year’s legislature had been 
scrutinized, changed and rechanged and 
in its final form was passed by the 
Senate. It did not get before the House 
of Representatives because of some rea- 
son and it is that branch of the state 
government which will feel the brunt of 
the campaign to be waged by the watch- 
makers. 

One purpose of the meeting was to 
present a gold certificate of life member- 
ship to William Samelius, director of 
the Elgin Institute. 

Henry Von Unruh, recently elected 
regional vice-president of the A.N.R.J.A. 
was toastmaster. The principal speaker 
was Bruce McCague, Cleveland, who 
succeeded Mr. Von Unruh as president 
of the Ohio R.J.A. 

L. W. Heimburger, Columbus, presided 
at the business session, with Frank 
Foegler of Cincinnati, chairman of the 
state legislative committee, reviewing 
all that has been done on behalf of a 
licensing law. 


Northern Ohio Gemologists 
Greet Shipley, G.I.A. Head 


CreveLann, O.—Robert M. Shipley, 
president and founder of the American 
Gem Society, was honored by members 
of the Northern Ohio Guild at a dinner 
meeting held in the home of Bruce Mc- 
Cague, of the Cowell & Hubbard Co., 
Sept. 15. Mr. McCague is regional mem- 
ber of the board of governors of the 
G.I.A. Members from _ Cleveland, 
Youngstown, Akron, Chagrin Falls, War 
ren and Lorain attended. 

R. L. Barrett, Case School of Applied 
Science, under whose supervision the 
monthly research meetings of the group 
are held, spoke, and Van Chittenden. 
Akron, discussed trends in the retail dia- 
mond markets. Mr. Shipley showed a 
motion picture of diamond mining, pre 
pared by the DeBeers Co., for use by in- 
stitute members for publicity purposes. 
Charles Carolyne, Youngstown, presi- 
dent, conducted the meeting. 











WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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Frederick W. Bird, of the E. B. Horn 
Co., retail jewelers, has returned to busi- 
ness after a six weeks’ trip through the 
southwest. 

Vincent Chapman, of the Jewelers 
Board of Trade, got away from “this and 
that” while vacationing in Vermont, at 
Lake Champlain. 

William J. Smith, jeweler of 373 Wash- 
ington St., accompanied by Mrs. Smith, 
toured Maine, New Brunswick, and 
Prince Edward Island last month. 

William A. Lamb, for many years a jew- 
eler in Quincy, Mass., recently sold the 
business, and will continue with the new 
management until the first of the year. 

George Skinner, New England repre- 
sentative for Westclox, whose hobby is 
archery, in a recent meet of Greater 
Boston archers, held at Newton, Mass., 
added another prize to his collection. 

William H. Hannan, manager of the 
watch department of the Smith-Patter- 
son Co., 52 Summer St., returned from 
Lake Winnipesaukee, N. H., where he 
and Mrs. Hannan have been vacationing. 

When Irving Gould, salesman with an 
office at 333 Washington St., parked his 
car in the rear of the building on Pro- 
vince St., thieves forced the window and 
took a bag containing jewelry valued at 
$3,000. 

Swarchild & Co., watchmakers’ and 
jewelers’ supplies, has augmented its 
Boston sales force with W. F. Redmond, 
formerly with Harkins & Murphy, of 
Boston, and Elliott Engstrom from the 
home office, Chicago. 

Fitchburg, Mass., jewelers are bene- 
fited by Cupid’s activities. City Clerk 
S. E. Worthington states that marriage 
intentions increased 57 per cent to date 
over 1938. The total is 303 and in the 
same period last year there were 193. 

“Knights of the Grip” Harold L. 
Rosenberg, Ralph E. Bowles, and Harold 
E. Winchenjeaw, of the traveling staff 
of I. Alberts Sons, Inc., wholesale jew- 
elers of Boston, returning after a six- 
week trip, report jewelers greatly en- 
couraged and buying merchandise of 
higher quality. 

Boston Jewelers Bowling League starts 
its 17th season Sept. 22, with ten teams 
of five men each, representing the follow- 
ing retail and wholesale jewelry houses: 
Hodgson, Kennard Co., Gendreau Co., 
Bigelow, Kennard Co., E. B. Horn Co., 
Smith-Patterson Co., Shreve, Crump & 
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Iow Co., A. Stowell Co., Thomas Long 
Co., Hawkins, Murphy Co., and D. C. 
Percival Co. George E. Fletcher, of 
E. B. Horn Co., is the president of the 
league and Samuel Robinson, of Hodg- 
son, Kennard Co., official scorer. 

Boston Jewelers Club officers and di- 
rectors held the first meeting of the fall 
season at the Parker House, Sept. 8, 
and perfected plans for a special “Let’s 
get acquainted” session with a beefsteak 
dinner and entertainment for members 
only, at the Copley Plaza, on Saturday 
night. Oct 21. W. L. Stone, of the Gor- 
ham Mfg. Co., and Carl Lawton, of the 
EK. H. Saxton Co., form the dinner com- 
mittee. The entertainment committee, 
headed by Arthur Horne, of Shreve, 
Crump & Low Co., John Kennard, of 
Hodgson, Kennard Co. and Howard 
Martin, of Weiler, Martin Co., have been 
responsible for many past successes. 

Thomas Long Co., retail jewelers, 40 
Summer St., have enlarged their sterling 
silver department and at the recent open- 
ing the display met with the approval 
of the Boston shoppers. Over 50 feet of 
wall and show cases are used for the 
display of hollow and flat silver, the 
clever lighting of the wall cases and the 
individual tables where the customer may 
sit and make his selection, add much to 
the convenience of both buyer and sales- 
man. Other departments were moved 

(Please turn to page 141) 
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DIAMONDS 


Est. 1864 





Our ample diamond 
stocks were completed 
before European _hostili- 
ties commenced. As long 
as present supplies last, 
original prices will hold. 


Full stocks at all times of 


ELGIN and HAMILTON 
WATCHES 


(Hamilton Distributors in 
zones 2 and 3) 











e No Goods at Retail « 
373 Washington St., Boston 








Buyers Attention! 


Try A BRAXTON Belt 
Free and See why 


thousands wear these 


comfort built belts. 
















BRAXTON BELTS, with the 
exclusive built-in double com- 
fort feature, will keep your belt 
customers smiling and happy. 
No BRAXTON wearer ever 
gets that cramped feeling. The 
BRAXTON is comfort personi- 
fied. Try one yourself and be 
convinced BRAXTON’S are 
the belts to sell in your store. 


Genuine 
COWHIDE, 
1” and 1%” 
$18.00 per dozen 
without buckles. 


| Genuine PIGSKIN, 1” and 134”, 


$24.00 per dozen without buckles. 
(With bronze tongue buckles, add 
$1.50 per dozen extra.) Write us. 


1/20 — 10Kt. 
Yellow Gold 
Filled Belt 
Buckle, hand 
engraved, very 
fine finish. 


No. 1811 


ya 


Tie chains to 
match, $6 to 
$9 a dozen. 








Our representative will call on you if 
territory is covered. Samples will con- 
vince you what great values are at the 
prices quoted. Traveling men write for 
territory still open. 


Complete line of sterling silver belt 


| buckles, hand engraved, $7.80 to $18.00 


per dozen. 


1/10th and 1/20th yellow gold filled 
belt buckles. $24.00 to $36.00 per 


| dozen. 


Store Buyers! For Demonstration 
Purposes a “Braxton” Belt Sent to 
You Free. Write Today, Stating Your 
Size. 


Traveling men write for open territory 


commission basis. 


| Queen City Buckle Mfg. Co. 


TEMPLE BAR BUILDING 
CINCINNATI, OHIO 
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IMPORTED 
China and Glass 


Where to Buy ! 








W. E. LINDEMANN 


GLASS 


CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES OWLS 
GIRANDOLES LAMPS 

FROM STOCK 


225 FIFTH AVENUE, N. Y. 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt, shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York mei 














ROYAL DOULTON | 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original preduction 


WM. 8S. PITCAIRN CORPORATION 
104 Fifth Ave. — 


Sneha 


Famous the World Ch 


Available from New York Stoc 





ROSENTHAL CHINA CORP., 149 Sth five. N New York 





JUSTIN THARAUD, Inc. 


129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


im stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 





Importers, 105-107 Fifth Ave., New York 


New York, N. Y. N. Y. 


CHINA 





ROYAL CAULDON and COALPORT 


China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 
EDWARD BOOTE 222 %.2'% 3! 


NEW YORK, N. 
SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. 
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New York, N, Y. | 


In the Field of Advertising 
and Trade Promotion 








Benrus Watch Co., New York, has con- 
tracted for daily evening announcements 
over Station WEBR, Baltimore, for a 
year starting Sept. 25, as part of its gen- 
eral expansion of radio broadcast ad- 
vertising. Benrus’ cooperative newspaper 
advertising campaign includes more than 
50 complete ads and “drop-in’’ units, 
ranging in size from 36 lines to 1390 
lines. 

* * * 

Bulova Watch Co., New York, will send 
dealers a_ special display incorporating 
the two-page advertisement in four colors 


being run in Life magazine, which 
stresses the fact that the same 21-jewel 
movement used in the $1,000 “His Ex- 


cellency” diamond and platinum model is 
now available to every man and woman 
who chooses any 21-jewel Bulova watch. 


A reproduction of “His Excellency” ac- 
companies the five-color display. 
cK a * 


A colorful ‘‘three-in-one’” mailing of 
Elgin plans for the Christmas season 
will soon be in the hands of jewelers, 
says Elgin National Watch Co. The first 
section of the packet is devoted to the 
special campaign for Lord and Lady 
Elgin. Section two, concerning the regu- 
lar and De Luxe Elgin line, spreads the 


news of Elgin’s coverage through gen- 
eral and women's publications. Section 
three contains promotion material. 


November and December Elgin magazine 


messages will carry Elgin watches into 
the homes of millions of American 
families. In these ads, attractive young 


men and women in whose families Elgin 
has been a tradition for generations, dis- 
cuss their ownership of a specific Elgin 
model which jewelers will be pushing at 
the Christmas season. Promotion helps 
include reproductions of the December 
color advertisements, free newspaper 
mats, colorful Christmas folders, full- 
color postal cards, radio commercials, an 
entertaining, hard-selling movie trailer 
with sound, and many other advertising 
helps. 
* * * 

Co., 170 Thomas St., Newark, 
N. J., makers of watch attachments, 
have issued their attractive 1940 catalog, 
which shows many innovations including 
10 karat gold ladies’ bracelets, a com- 
prehensive line of men’s expanding-con- 
struction attachments, and‘pink or Swiss 
Rose gold bracelets in the modern mode. 
How to locate bracelets for special types 
of watch cases, and how to- shorten 
Gemex and Pontiac bracelets are shown. 
Three free newspaper mats are available 
to retailers. 


Gemex 


% * * 

An offer that has proven decidedly pop- 
ular is now being made by the Holmes & 
Edwards Division of International Silver 
consisting of four 5 o’clock teaspoons for 
$1. These spoons are slightly smaller than 
regular teaspoons and are said to be es- 
pecially suitable for afternoon tea or the 
serving of refreshments at bridge parties 
and the like. Holmes & Edwards report 
that this unit is meeting with a popular 
response from the public and that it has 
proved to be an effective form of sam- 
pling since purchasers of these sets of 
four spoons frequently come back for a 
complete service in the same pattern. 

* * * 

International Silver Co., Meriden, Conn. 
is currently engaged in a magnificent 
campaign on behalf of ‘“‘Adoration,’’ 1847 
Rogers Bros. newest pattern in silver- 
plate, which has a center motif in high 
relief, chased borders and_ streamlined 
contours. A two-page, full color ad in 
Life magazine launched the promotion 
Sept. 29, when retailers tied in with large- 
space ads and special window displays. 
Loretta Young, 20th Century Fox feature 
player, who sponsors the pattern in the 
national advertising campaign, will star 
on the opening night of International’s 
Silver Theater’s third year on the Co- 
lumbia network of 48 stations, Sunday 
night, Oct. 8. Full-color pages in Life in 
October and November will support the 
“Adoration” pattern, and “First Love’ 
and ‘Lovelace,’ other 1847 Rogers pat- 
terns, will share the spotlight in Life in 
December. <A _ display cut-out of Miss 
Young as she appears in the two-page 
spread and display cards in full color are 
sales aids for retailers. 
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HAWKES CRYSTAL 
GLASSWARE 





Jacques Kreisler Sales Corp., 136 Ww. 
52nd St., New York, will supply a series 
of window display pieces free to jewelers 
as part of the “Kreisler Plan” which js 
about to be released exclusively to jewel- 


ers, in conjunction with the new Kreisler 
line of men’s jewelry. The “Kreisler 
Plan” suggests a coordinated campaign 
for securing to the jeweler many sales 
which now go to haberdashers and 
others. Jacques Kreisler Mfg. Corp. wil] 
supply all necessary material and other 


forms of assistance. The window display 
pieces are in line with one feature of the 
“Kreisler Plan,’ which holds that the 
jeweler should have a regular department 
in his window and inside his store for 
gentlemen’s jewelry. The display aids are 
designed to convert a section of the win- 
dow into a ‘“‘fashion-spot’” which will fea- 
ture the latest in men’s jewelry acces- 
sories. The complete ‘“Kreisler Plan” is 
described and pictured in a new booklet 
available free to jewelers. 


* oe * 
Saart Bros. Co., Attleboro, Mass., last 
month issued its 1939-40 catalog, repre- 
senting in color and_ black-and-white 


photographs its line of toiletware, misses’ 
sets, luggage fittings, men’s sets, chil- 
dren's goods, flatware, serving pieces and 
novelties, made of sterling silver, silver 
plate and bronze metal. Attention is 
called to the use of Exton nylon filament 
in all Saart sterling dresser set brushes. 
* * * 

Speidel Corp., Providence, R. L, 
have just issued one of the best looking 
jewelry catalogs that has come to our 
attention recently. It is a 66 page loose 
leaf book, with plastic binding, to permit 
the insertion of additional pages from 
time to time, and is designed to be used 
as a counter book by retail jewelers. 
There are 18 pages of gold filled lockets, 
nine pages of charms and charm brace- 
lets, eight pages of watch bracelets, and 
showings of waldemar, vest, key and 
sport chains. Speidel jewelry is sold 
through wholesalers only. 


The 


WHALEN STORE MOVES 


SprincrieLtp, Mass. -- Removal of 
Whalen’s jewelry store to larger quarters 
at 1386 Main St., corner of Pynchon St., 
was revealed in the issuance of a permit 
for alterations at the new address. The 
permit calls for improvements and al- 
terations costing $6,000. The work will 
include a new store front, vault installa- 
tion and the construction of “curtain 
walls.” 





SINGER OPENS OFFICE 


Jack H. Singer has established an of- 
fice at 504 Joshua Green Bldg., Seattle, 
Wash., to wholesale loose and mounted 
diamonds, platinum and gold mountings, 
weddings and stone rings. 






Where to Buy 
DOMESTIC 
China and Glass 








for discriminating 
people—WRITE 


T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 





OLD WATERFOR' 








LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 


Trenton, N. J. 


LENOX 
LENOX, INC. 
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e William H. Ficken, who is associated 
with his parents, A. H. and Cora Ficken, 
in the A. H. Ficken Co., Cleveland, re- 
cently took over the territory left vacant 
by the resignation of John Hogan. 

e Recent traveling jewelers who visited 
Cincinnati included: Max Moser, dia- 
monds, New York; Jack Kaufman, Axel 
Bros, New York; Maury “Mickey 
Mouse” Gold, Marathon Co., Chicago; 
Louis Radt, diamonds, Chicago; Paul 
Seibel and Earl Loehr, Hamilton Watch 
Co.; Louis Page, Bugbee & Niles Co., 
North Attleboro, Mass.; Ben Troup and 
Fred Whitney, Hadley Co., Providence; 
Fred Haller, General Chain Co., North 
Attleboro; Bill Lewe, diamonds, New 
York; Connie Donahue, Adams Watch 
Co. New York; Fred Felger, F. & F. 


Felger, New York; “Cardinal” Bill 
Hayes, Art Metal Works, Newark; 


Eddy Whitman, Herschede Hall Clock 
Co., this city; Howard Seeback, Chicago; 
George E. Kissick, H. F. Barrows Co., 
North Attleboro; Frank Budlong, Provi- 
dence; S. Wechter, S. Wechter Co., Chi- 
cago; Alfred Engel, Engel Bros. Co., 
New York, and W. H. Jones, B. & O. 
Chain Co., Providence. 
e Harry Landaw, of Landaw Bros., 
Pittsburgh, recently returned from a 
business trip in Michigan. 
@ Don Reed, salesman in the silver de- 
partment of E. W. Reynolds Co., Los 
Angeles, has been given the position for- 
merly held by Jack Beggs, following Mr. 
Beggs’ resignation to take over his 
father’s business in the east. This is 
Don’s first experience on the road. 
@ With apologies to Walter Winchell 
. what well-known watch salesman is 
planning to middle-aisle it with an al- 
most equally well-known lady, who is en- 
gaged in the jewelry business in Okla- 
homa? Watch this column for further 
developments. 
@ Known to his customers as the “Silver 
Beau Brummel,” Harry S. Wallace has 
been assigned to the Northeastern terri- 
tory by A. G. Schultz Co., Baltimore, 


makers of sterling silver hollowware. He 
will cover Maryland, Pennsylvania, New 
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F. A. Weatherley, familiarly known as ''Abe" 
to all the jewelry, novelty, and department 
store trade of the middle west, has just 
rounded out 30 years of employment with the 
Benedict Mfg. Co. of East Syracuse, N. Y. 
"Abe" has been a hollow-ware authority for 
many years and is leading all Benedict sales- 
men in the sale of Benedict's four new 
matched hollow-ware lines. No wonder Mrs. 
Weatherly looks pleased and happy. But 
why the worried look on ‘'Abe's'' face? He 
ought to be smiling, too. 
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“The Boys on the Road” 


*A monthly department of personal news notes about the men who sell to the jewelry trade 


Jersey, New York, Connecticut, Rhode 
Island, Virginia and West Virginia. 

@ For a son to follow in his father’s 
footsteps is an old story. In countless 
firms the owner has brought in his son 
who has ultimately succeeded Dad as the 
head of the outfit. 

Here’s a little different variation of 
the story, with the son paralleling in- 
stead of succeeding to his father’s place. 
Dick Blake, Sr., and Dick Blake, Jr., 
whose photograph is shown here, are 





The Dick Blakes—Jr. and Sr. 


both salesmen for Harry C. Schick, Inc., 
manufacturers of gold jewelry and 
Schicksnaps. Dick, Sr., who has been a 
jewelry salesman for 29 years, covers 
New England and the Middle Atlantic 
States, while Dick, Jr., travels with the 
Schick line through the medium sized 
and small cities in the East. Prior to 
going on the road, Dick, Jr., underwent 
a training course at the Schick factory 
which gave him a basic technical knowl- 
edge of jewelry manufacturing that is 
proving of distinct value in aiding him to 
present the Schick line to new and old 
customers. 

We suspect there will be keen rivalry 
between this father and son as to which 
can produce the best percentage of his 
sales quota. 

@ Stanley Kresner, representing the 
Theodore Walter line of cultured pear!s 
in the Chicago territory, recently estab- 
lished office headquarters at 37 S. Dear- 
born St., Chicago. 

@ Arnold Prise, of The Ball Co., left 
early in September for an extended busi- 
ness and pleasure trip through the West. 
He drove out by the Southern route and 
joined the Ball Co. northwestern repre- 
sentative in Oregon, went over the ter- 
ritory with him and will start the return 
trip from Salt Lake City. He expects to 
be on the trip about two months. 

e “Billy” Lamb, missionary and sales- 
man for Geo. H. Fuller & Son Co., Paw- 
tucket, R. I., is on his long trip to the 
West Coast which takes him up to Can- 
ada. He spent a few weeks in the Chi- 
cago office en route. 
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Bulova’s Jack Epstein 


Jack Epstein—covering the Northwest 
for the Bulova Watch Co.—has really 
“gone native” as will be borne out by the 
accompanying photo. He’s even gotten 
himself a Western drawl—which he uses 
only in private, incidentally !—as well as 
a six-shooter and a burro, but his hunt- 
ing activities have as yet been negligible 
in spite of all efforts! 

@e Dan W. Douglass, representing Si- 
mons Bros Co., and Fulmer & Gibbons, 
Inc., Philadelphia, recently completed a 
5500-mile business trip by automobile 
through the South and Southwest, stop- 
ping in all the principal cities of the At- 
lantic Coast and then motoring west to 
New Orleans. Business was excellent 
throughout the territory, he said. Mrs. 
Douglass accompanied him. 

@ Toastmaster Products Division of 
McGraw Electric Co. last month an- 
nounced that C. Y. Goss has been added 
to the sales staff of the New York office, 
G. W. Yeoman to the Chicago office and 
Harry B. Davis to the office of the sales 
department at the factory in Elgin, Ill. 

@ Murray Shure, recently transferred to 
the Southern district for the Bulova 
Watch Co., has moved his family and be- 
longings to Atlanta, Ga., where he has 
taken a beautiful new home. Milton 
Cohen, long a salesman for the Bulova 
Watch Co., will shortly follow Murray 
Shure’s lead and establish residence in 
Harrisburg, Pa., the center of his ac- 
tivities. 

e P. J. Getner, well known to the retail 
trade, has joined the sales force of Buss- 
Linthicum-Thorson and will call on the 
trade in towns of Iowa, Illinois, Mis- 
souri, Arkansas, Oklahoma and Texas. 

@ Walker Greer and his son, William H. 
Greer, of Staunton, Va., now are South- 
ern representatives for Byard F. Bro- 
gan, of Philadelphia, it was announced 
last month. Both men began fall trips 
through the South last month for the 
Brogan firm. 


SHAW FIRM IN DIAMOND YEAR 
Aurrep, N. Y.—Sept. 15 marked the 
close of 75 years of continuous service to 
the public of Alfred and surrounding 
country by A. A. Shaw & Son, jewelers. 
Jewelry firms which can boast of unin- 
terrupted business and service through 
75 years under one family name, owner- 
ship and operation, are rare. Dana L. 
Shaw in 1896 joined the business which 
was started by his father, Amos A. 
Shaw, in 1864. The policy for the next 
25 years will be the same one of “selling 

only good, dependable merchandise.” 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 


The Expert Use of Drills 


(Concluded from THE JEWELERS’ CIRCULAR-KEYSTONE for August, 1939) 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


NE of the discoveries made by horologists long ago, 

among principles used in mechanical production 
work today, is that holes can be drilled straightest and 
truest by rotating the work against a drill held sta- 
tionary. How to do drilling of this type was told in our 
August number. The example chosen was drilling holes 
of very small diameter for re-pivoting jobs. 

For larger work, an example of which would be mak- 
ing a brass pipe for mounting an hour hand on its dial- 
train wheel, the above stated principle holds good; but 
in some such cases a different way of holding the drill 
is required. If the drilling is for a hole rather short 
and up to about 2 millimeters diameter, the drill may 
be held and used as explained for pivot-drilling; but 
the holder should be of a form somewhat like that shown 
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in Fig. 1, because strength of grip rather than delicacy 
of touch is needed. But the tool must be well made, 
not one of cheap workmanship; so that the drill is both 
securely held and accurately lined up in its handle. 
What has been said applies to drilling as large as occurs 
in watchwork. 

For still larger work, such as occurs in clock work 
and for the tool making and maintenance that one 
should be able to do in both watch and clock work, 
drills may need other means to hold and guide them. 
For larger-diameter or very long holes, a drill needs 
mechanical guidance and more power to hold it from 
turning, than can be given by any form of free-hand 
holder. The simplest combination to secure both of 
these effects is to rest the back end of the drill in a large 
female V-center in the tailstock spindle, to guide it; 
and then, to hold the drill stationary in action, clamp 
on it a face-plate dog (Fig. 2, A) or a thumbscrew 
pinvise (Fig. 2, B) if the drill-shank is long enough 
to accommodate this at a right-angle to the drill, leav- 
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ing enough drill-length to finish the hole. But in using 
either dog or vise, a bit of soft sheet metal should be 
put between the gripping parts and the drill shank, to 
prevent marring the latter with burrs. Note the form 





rN Fig. 2 


of the back end of drill shown on page 123 of our 
June number; it is important that this be turned true 
with the drill body and blade, for obvious reasons. 

The usual form of tailstock with a push-spindle is 
usable for all drilling; although one with a screw feed 
for the spindle is better for extra-heavy work, as it multi- 
plies the power of the operator’s hand. But since very 
heavy work is not often encountered, it is doubtful whether 
the extra cost of a screw tailstock is justifiable. Another 
special form of tailstock for drilling has its spindle 
connected with a rack-and-pinion, operated by a lever; 
what has been said of the screw-feed tailstock applies 
also to this lever-feed tailstock. It would be advisable 
to invest money in either of these special tailstocks only 
if one has a great deal of heavy drilling to do, or if he 
need not care how much he spends for tools. 

Now let us consider the other type of drilling, in 
which a rotating drill pierces work that is held sta- 
tionary except as it is advanced toward the cutting 
drill. In machine shop or manufacturing practice, this 
kind of drilling is done on a vertical drill-press; and 
miniature vertical drill presses are on the market for 
work as small as watchwork. In principle, these ma- 
chines are ideal; but to add one to the watchmaker’s 
outfit would not only cost a good deal, but would be 
something else to care for and to take up room in the 
shop; so it is generally better to learn to do drilling 
horizontally on the lathe. 

The two principal forms of work to consider are: 
(1) work that has a flat side perpendicular to the hole 
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GEMOLOGY! 
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to be drilled; and (2) rods or other cylindrical forms. 
For lathe-drilling, the place of the bed on a vertical 
drill press is taken by a tailstock plate (Fig. 3, A) for 
flat work; or by a V-block on a tailstock taper (Fig. 3, 
, B) for cylindrical pieces of work. Either of these holds 








Fig. 3 


\ the work exactly perpendicular, so that the hole will 
~ '\be drilled truly “upright.” No other result is possible, 
since the tailstock spindle and the lathe spindle in 
which the drill rotates are concentric, and the surface 
of the plate or the notch of the V-block stands at a 
right-angle to the axis of the drill. It amounts to 
stupidity to try drilling without using these guides; not 
only would this make nearly all holes out-of-upright, 
but out-of-round too; and it would greatly increase the 
breakage of drills. 

It is argued by some that it is necessary to use a self- 
centering drill chuck (Fig. 4) for holding drills in the 
lathe head, instead of using the regular split wire-chucks, 
to avoid straining the wire chucks, etc. But all that 
might strain a wire chuck is using one a little too small 





Fig. 4 


or too large to fit the drill shank closely; or tightening 
a chuck on a drill shank marred by burrs or otherwise. 
To put the money one would pay for a drill chuck into 
buying additional wire chucks, to increase the assort- 
ment of sizes, would not only solve the drill-holding 
problem, but would provide a more complete set of 
chucks for other uses; and would help keep one’s outfit 
simplified as much as possible, which is always desirable. 
Some workmen mount a set of drills in brass tail- 
stock tapers, with sockets to fit the drill shanks in the 
forward ends. These drills may be used in a taper 
chuck in the lathe head, or in the spindle of the tailstock. 
They are accurately centered for use, and those who 
take time to make them up feel that it is worthwhile; 
but it cannot be said at all that they are indispensable. 
Making up such things, however, is an excellent use of 
bits of spare time that might otherwise be wasted. 
The question of speed at which a drill should be run, 
in relation to the “‘feed’”—the rate of motion given the 
work in pressing it toward the drill—can be argued 
quite well from several opposing viewpoints; it is too 
hard to find agreement upon this, even among good 
workmen, to fix binding rules. Good personal judgment, 
which most persons develop by experience, rather than 
rules to work by, should be sought. The best general 
advice is to “feel” your way, and drill just as fast as 
is found to be safe, without breaking drills or produc- 
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ing rough holes. Hard materials naturally cannot be 
drilled as fast as soft materials; which indicates slower 
speed and feed when drilling, for example, steel than 
brass. However, too fast feed is always more risky than 
too fast speed, whether the drilling is in soft or hard 
material. 

When drilling steel or malleable iron, lubrication of 
drills is necessary; lard oil is particularly good for this; 
but lathe oil is always at hand, and will do well enough 
for the single pieces of work usually done. In quantity 
production the case would be different; but we ought 
always to consider convenience; so, to avoid having un- 
necessarily many things on hand, use lathe oil for 
drilling. 

Since in watchmakers’ equipment there is no pro- 
vision for a forced flow of lubricant, this must be done 
by withdrawing the drill at intervals and applying oil 
from an oilcan; this also helps in keeping the drill hole 
free of waste metal. Brass and nickel alloys needs no 
lubrication during drilling; nor does cast-iron. 

Good drills properly used will produce holes straight, 
round, and smooth-finished enough for ordinary require- 
ments. But if a case arises in which extreme accuracy 
and smooth finish is essential, then the drilled hole must 
be made slightly less than the finished diameter required, 
and finished with a reamer. Very small reamers are not 
on the market, but may be easily made of steel drill-rod. 
Turn an end on the rod, like A, Fig. 5, on page 75 of 
our July issue. File one side of the rod flat, removing 
half of its diameter for a length equal to about three 
times the diameter of the rod. Harden and temper this 
cutting length. Grind to sharp cutting edges, finishing 
on hard Arkansas oilstone. Use this reamer in the man- 
ner of a drill; it may be rotated either by the lathe, or 
by hand, held in a tap wrench or handvise. The diam- 
eters of drilled hole and reamer should be proportioned 
to each other so that the reamer need remove no more 
metal than just to finish the hole perfectly straight and 
round, and of the exact diameter required. The details 
of work like making these reamers quickly and accurate- 
ly have been explained in previous articles of this series. 

A good general precaution, in drilling holes that go 
entirely through a piece of work, is to reduce speed and 
work with extra care as the end of the hole is ap- 
proached, when the drill is about ready to break through. 
If this happens at full speed, the drill may break. A 
sure way to avoid this is, when a “bump” of thin metal 
appears, stop drilling and cut through the bump with 
a pointed countersink; or center-punch it and drill a 
reduced-size hole; then complete the drilling of the 
original hole. 


CUBA FAVORS COSTUME JEWELRY FROM U. S. 


Wasuincton—Improved styles, reduced prices and 
the advantage of the proximity of the market gives 
American costume and novelty jewelry the edge in Cuba. 
A report to the Department of Commerce from the office 
of the American Trade Commissioner at Habana says 
that although statistics showing the actual size of the 
jewelry market are not available, the value of the retail 
sales of this merchandise is approximately $250,000: 
per year. 

At present the United States is by far the most im- 
portant supplier to the Cuban market of lew and medium: 
priced costume and novelty jewelry. 




















WORKSHOP VOTES ¢ QUIEIRIIES 


ATCH CLEANING MACHINES—I have never 
read in J.C.-K. where you took a stand on this 
argument on watch cleaning by machine. What have 
you to say about this? (Question No. 5243.) P. S. T. 
Answer—We -receive, in our correspondence with 
subscribers, many letters referring in one way or another 
to watch-cleaning machines; and this no doubt does give 
us pretty wide knowledge of the experiences and opin- 
ions of many who use these machines. A general idea 
of this we will give you; but this is hardly what could 
be thought of as “taking a stand on this argument” ; 
there might be many arguments pro and con, on various 
matters in connection with cleaning watches, instead of 
one well-known single argument. The nearest to the 
latter thing would perhaps be an argument whether it 
is better to clean watches by machine, or by hand. On 
this, we say that some of the best workmen express a 
preference for machine cleaning, and some for hand 
cleaning. Watch cleaning machines have been so much 
improved during the past few years, that no doubt any 
prejudice that some have formed by using earlier forms 
of machines, would be changed if these men should try 
one of the later-designed machines. Manufacturers of 
machines have taken advantage of criticisms received 
from watchmakers, and have improved certain features 
of their equipment accordingly. We believe that some 
of the complaints about cleaning watches by machine 
have been due to improper ways of using machines; and 
some of them to using defective cleaning solutions. In 
general, we believe that one who uses one of the later 
machines, strictly according to the working directions 
sent with it by its maker, and with solutions furnished 
or recommended by the maker of the machine, will be 
well pleased with the results obtained. 


ANNON PINION—How can I figure the correct 
number of leaves for a new cannon pinion for an 
old English watch made by T. F. Cooper, London, in 
which this pinion is lost? (Question No. 5244.) E. T. Co. 


Answer—Multiply together the numbers of teeth in 


the hour and minute wheels; this number will always be 
12 times the number found by multiplying together the 
number of leaves in the minute pinion and the cannon 
pinion. A simple method is to set down the wheel-teeth 
numbers above a horizontal line; below the line, set down 
the number of leaves in the minute pinion. Divide the 
minute wheel number by the minute pinion number, and 
set this quotient above the wheel number. Now you can 
easily see what number can be set down below the hour 
wheel number, that when used to divide that number 
will produce a quotient which, when multiplied by the 
other quotient, will produce the number 12. Whatever 
number will produce such a quotient will be the correct 
number of leaves for the cannon pinion. 


ELLING GOLD-—Where can a small lot of gold 
junk be sold to best advantage? (Question No. 5245.) 
R. M.S. 


Answer—Small lots of any of the precious metals 
should be sent for sale to a refiner—see ads in J.C.-K. 
for addresses. The United States mints accept larger 
amounts; but our opinion is that better service generally 
is given on small lots by private refiners. 


ILING PIVOTS-—-I have been advised that it is 

not necessary to oil the pallet arbor pivots in 
small watches. The idea is that the pivots make only 
part of a turn each beat, and there is so little friction 
from this that oil when it becomes thick is worse than 
useless and by using no oil, the clogging effect of thick- 
ened oil is not present. Will you please let me know 
what you think of this? (Question No. 5246.) M. W. 


Answer—Our advice is without question to oil the 
pallet arbor pivots just as you oil all other pivots where 
there is pressure between pivot and bearing surfaces, 
during action. The only places that shouldn’t be oiled 
are where action takes place without pressure, like in 
the dial-train. It is true that oil gradually thickens at 
the pallet arbor pivots; but so it does everywhere else; 
and by the time cleaning would be necessary at the pal- 
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let arbor pivots, it is also necessary everywhere else; 
so avoiding oiling pallet arbor pivots would neither 
enable the watch to run longer without cleaning, nor 
would it save labor when the watch needs cleaning, ob- 
viously. The pressure and friction in action of the pallet 
arbor pivots is relatively great; and needs reduction by 
lubrication just as much as other frictions in the watch 
mechanism do. 


OQOODEN CLOCKS-—In the September issue of 

J.C.-K., in Question No. 5239, your answer says 
“no one knows when the first wooden clock movement 
was made’; and “the first industry of manufacturing 
wooden clock movements began early in the 17th cen 
tury in the Black Forest in Germany.” I have repaired 
a great number of antique clocks, and I have never 
come across any of the Black Forest clocks with wooden 
wheels, all of them having brass wheels, steel pinions, 
and wooden plates. I have been under the impression, 
from reading Nutting’s “Clock Book,” and others, that 
Eli Terry of Plymouth Hollow, Conn., invented the 
wooden clock works in 1793. Any information that 
would clear up this matter would be appreciated. (Ques- 
tion No. 5247.) B. K. 


Answer—The sources of our information on the his- 
tory of clockmaking include much more than just books 
on this subject; especially do they include study of 
specimens of clocks of various origin, in museums and 
private collections in many places. In several of the 
important collections in Germany, where Black Forest 
clocks are especially well represented, there are clocks 
with both the plates and the wheels of wood; these date 
from the earliest until as recently as about the year 
1800. So these German clocks with wheels of wood 
were made a century and a half, at least, earlier than 
Eli Terry made his first clock of that material. Eli 
Terry’s first wooden clock movements were of a tradi- 
tional design; the first invention of importance Terry 
made was not until 1814, when he placed the dial-train 
between the plates of the clock, and introduced the 
adjustable-depth pallet-support, and “Eli Terry’s 
Patent” appeared on the labels not only of his own but 
of those of many other clockmakers, to whom he allowed 
the use of his invention on payment of royalties to him. 
Perhaps it is this patent-notice seen on so many clocks, 
that gave you an idea that Eli Terry invented the idea 
of wooden “‘works’’ for clocks. 


EMENTING STONES—What is the best shellac 

or other cement I can get, for fastening in pallet 
stones and roller jewels; and where can it be obtained? 
(Question No. 5248.) G. C. W. 


Answer—You can buy ready-prepared shellac from 
material dealers, or buy red flake shellac from a drug 
store or paint store. To put flake shellac into convenient 
form for use, pick up a flake in your tweezers; gradual- 
ly heat it over an alcohol lamp flame (do not let the 
Hame touch the shellac) ; as soon as it melts into a drop, 
touch the drop to a piece of paper on your bench, then 
move the tweezers slowly upward. This will draw the 
shellac into a thread. These threads are convenient for 
applying shellac to the pallet slots or roller jewel holes. 
The melting should not be done too quickly, as excessive 
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heating may burn the shellac and make it brittle. Burnt 
shellac is apt to crumble and allow the stones or roller 
jewel to loosen under the impacts of escapement action. 


MPLIFY TICK—Some very small watches make 
so little sound in ticking that they cannot be heard, 
when held to the ear, to judge conditions by the sound. 
Is there any way of remedying this difficulty? I know 
that the new timing instruments have a feature that helps 
in hearing sounds made by watches, but unfortunately 
am not in position to invest what these instruments cost, 
or would do so. (Question No. 5249.) E. N. W. 


Answer—tThe most effective amplifier of sounds, for 
watch work, is as you mention one of the features of a 
watch timing instrument. But if you cannot afford such 
equipment, you could get an increase of sounds produced 
by a running watch by placing the watch inside a box 
made of sheet metal—a watch movement box, or large 
material box—closing the box and holding it against 
your ear. Many persons have hearing better in one ear 
than the other; so we suggest trying the box against 
each ear, and if there is a difference, using the keenest 
ear. It may help to fasten a piece of fairly stout wire 
inside the box, with solder, or just by “springing” it in, 
bending the two ends into a clamp to hold the watch. 
This not only keeps the watch from rattling around in 
the box, but helps convey the sounds to the outside. 


EMENTING PEARLS—What do you recommend 

for cementing baroque pearls to gold jewelry? I 
have used a liquid cement that doesn’t hold very strong- 
lv. (Question No. 5250.) A. A., Ine. 


Answer—A cement much used by. good shops is 
white shellac, which may be purchased in lump form 
from drug stores or chemists’ supply houses. This should 
be kept in a jar under water. When some of it is needed, 
take a lump out and dry it with clean rag; heat it over 
an alcohol lamp flame and draw it out into a convenient- 
sized length. Heat the metal moderately, enough to melt 
the stick of shellac touched to it. Warm the pearl care- 
fully; press it into the shellac while the latter is still 
fluid from heat. Both metal and pearl should be cleaned 
before applying cement. 


LEANING SILVER—One of our customers, a 

woman who has a great deal of fine silverware, 
asked us which method is least harmful for cleaning 
silver—using water with salts for immersing the wares, 
or the ordinary polishing with silver polish rubbed on 
with a rag? (Question No. 5251.) B. T. 


Answer—Comparing the methods of silver cleaning: 
(1) immersion of wares in chemical solutions, and (2) 
using abrasive polishes, it cannot be said that either one 
or the other is “least harmful”; this would depend upon 
how either method is used. What would be harmful 
would naturally be removing an unnecessarily great 
amount of silver during cleaning. This would be done 
in abrasive polishing if the polishing is continued any 
longer than just to produce a bright surface on the work, 
or if too-coarse powder is used. It would also be done 
by leaving the silverware in a chemical solution longer 
than just to brighten it. Neither method is harmful if 
used so as to avoid the extremes indicated above. 
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STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WATCHMAKER wants position; refer- 
ence. Address “H., 1545,” care Jewel- 
ers’ Circular-Keystone. 





MANUFACTURING jeweler, engraver 
and diamond setter; A-1 worker; best 
of references. Address “R., 1566,” care 
Jewelers’ Circular-Keystone. 


STENOGRAPHER, assistant bookkeeper ; 
experienced office routine; capable, ac- 
curate at figures; good correspondent ; 
salary $20. Address “A., 1589,” care 
Jewelers’ Circular-Keystone. 





EXCEPTIONAL jeweler and all around 
diamond setter, open for position, with 
reliable firm; references from _ best 
Fifth Ave. houses. Address “B., 1352,” 
care Jewelers’ Circular-Keystone. 





ENGRAVER, A-1, years of experience, 
jewelry and silver, also considerable 
selling experience; with pleasing per- 
sonality. Address “R., 1521,” care 
Jewelers’ Circular-Keystone. 





HERE’S YOUR MAN if you seek im- 
mediate services of a qualified manager 
for a better class installment jewelry 
store. Address “E., 1538,” care Jewel- 
ers’ Circular-Keystone. 





LAPIDARY; experienced on gems, also 
some diamond cutting and pearl work; 
New York or vicinity. Address “G., 
1513,” care Jewelers’ Circular-Key- 
stone. 





EXPERT ENGRAVER, letter, ornamen- 
tal, also crest-coat of arms; steel, 
silver, gold and platinum; 30 years’ ex- 
perience. Address “K., 1547,’ care 
Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker seeks situa- 
tion; 25 years’ experience; first class 
work only; capable salesman. Address 
“L., 1560," care Jewelers’ Circular- 
Keystone. 





RETAIL salesman; 15 years’ experience 
cash and credit; thorough knowledge 
every phase of business; finest refer- 
ences. Address “C., 1556,” care Jewel- 
ers’ Circular-Keystone. 





RETAIL SALESMAN, 20 years’ experi- 
ence diamonds, watches and jewelry; 
10 years in own business; best of ref- 
erences. Address “B., 1555,” care 
Jewelers’ Circular-Keystone. 





CREDIT, collection manager, five years’ 
thorough experience, legal background, 
sales ability, good appearance, desires 
permanent connection. Address “H., 
1485,” care Jewelers’ Circular-Keystone. 





GOOD WATCHMAKER, doés jewelry re- 
pairing, engraving; able to wait on 
trade; good all around; 30 years’ ex- 
perience, wants steady position. Simon 
Fried, Rye, N. Y. 





GOOD, experienced watchmaker, all 
makes, sizes; production man; honest, 
neat; American: over 40; first class 
firms; tools; references; Eastern. Dan- 
iels, 82 Pine, Stoneham, Mass. 





JEWELER, 45, 24 years’ experience, 
store and factory; first class jeweler ; 
gold and platinum, repairing, setting; 
open for position out of town. F. H. 
Cook, 613 Armitage Ave., Chicago, III. 





YOUNG LADY, full charge bookkeeper, 
assistant to foreman, enter and follow 
up orders; handle all office details in 
manufacturing concern. Address “F., 
1463,” care Jewelers’ Circular-Keystone. 








PACKER, messenger, eight years with 
last concern, New York City; best ref- 
erences; desires position. Address “B., 
1574,” care Jewelers’ Circular-Keystone. 





YOUNG MAN, 25, neat appearance, 
wishes selling position in jewelry house, 
in New York City; have some experi- 
ence; A-1 reference. Address “A.,, 
1530,” Jewelers’ Circular-Keystone. 





PROFICIENT watchmaker, expert on all 
watches; excellent salesman; good ap- 
pearance; finest tools; references; New 
York City vicinity. Address ‘“‘H., 1558,” 
care Jewelers’ Circular-Keystone. 





BOOKKEEPER, typist, female, 10 years’ 
experience assorting diamonds, stock 
records; capable taking full charge; 
excellent references. Address “A., 
1308,” care Jewelers’ Circular-Keystone. 


JEWELRY salesman, age 26, presently 
employed with one of New York City’s 
largest credit concerns, past four years 
desires making change. Address “j’ 
1559,” care Jewelers’ Circular-Keystone. 





PLATER; 33 years’ jewelry and novelty 
experience, white metal or brass, aj] 
finishes; capable of taking charge, in- 
stalling plant or work under foreman, 
Address “B., 1534,” care Jewelers’ Cir. 
cular-Keystone. 








JEWELERS; are you in need of a con- 
scientious young watchmaker; owin 
to seasonable business my _ assistant 
will be open for a position October 1; 
recommend him highly. Address “K, 
1543,” care Jewelers’ Circular-Keystone. 








WATCHMAKER, 30 years’ experience, 
factory trained, 20 years’ past employ- 
ment, wishes change; can repair any 
watch like new; fast and accurate; 
fine personality. Address “L., 1550,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, young man, experi- 
enced; references; desires position in 
New York City or vicinity. Address 
“J., 1542,” care Jewelers’ Circular-Key- 
stone, or phone New York City, Chel- 
sea 2-8159. 





WATCHMAKER, young man, 22, gen- 
tile; at present employed upstate would 
like to locate in New York City; can 
wait on trade and do light jewelry and 
optical repairing. Address “H., 1541,” 
care Jewelers’ Circular-Keystone. 





MATERIAL MAN, A-1 experience with 
Swiss and American materials, very 
capable and dependable; would like to 
make a change at once; excellent 
references. Address “D., 1537,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, inside, outside selling; ex- 
pansive knowledge general jewelry, 
active following, thorough training 
precious, semi-precious stones; sterling 
references. Address “Y., 1532,” care 
Jewelers’ Circular-Keystone. 





STENOGRAPHER, typist, business school 
graduate, file clerk, monitor board, 
dictaphone operator; capable, am- 
bitious, initiative; salary $12; New 
York City only. Address “A., 1527,” 
care Jewelers’ Circular-Keystone. 





GRADUATE watchmaker, with thorough 
training; 15 years’ R. R. watch inspec- 
tion experience; good estimator; to 
take charge of department. Address 
“V., 1524,” care Jewelers’ Circular- 
Keystone. 





OFFICE MANAGER, 15 years’ office and 
accounting experience, desires position 
where initiative and hard work will be 
recognized ; salary secondary. Address 
“T., 1523,” care Jewelers’ Circular- 
Keystone. 





A-1 WATCHMAKER, age 34, married, 
desires position in South, Florida pre- 
ferred; can do jewelry repairing; will 
work very reasonable for steady em- 
ployment. Address “O., 1520,” care 
Jewelers’ Circular-Keystone. 





RETAIL salesman, 15 years’ thorough 
experience with stores specializing in 
diamonds, watches and jewelry of the 
finer type; finest references. Address 
“E., 1557,” care Jewelers’ Circular- 
Keystone. 





FORMER MANAGER (30), leading 
Viennese firm, skilled jeweler, wants 
similar position; eight years’ experi- 
ence; fluent English, German, French. 
Address “J., 1491,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN with active following 
throughout Pennsylvania, Ohio, Vir- 
ginia, District of Columbia, Maryland, 
is open for outstanding line. Address 
“J., 1487,” care Jewelers’ Circular-Key- 
stone. 
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Iridium Off Market, 
Manufacturers Look 
To Ruthenium Alloy 


As American refiners and dealers re- 
moved iridium from the market in or- 
der to divert it into munitions and other 
channels where it is absolutely essential, 
jewelry manufacturers are obliged to 
turn to platinum hardened with other 
elements, principally ruthenium, for new 
stocks. 

Leading manufacturers, refiners and 
technicians, consulted by ‘THe JEWELERS’ 
Cmcutar-Krysrone, were in agreement 
that if, because of the shortage of 5 and 
10 per cent iridium-platinum, which has 
been in general use for precious jewelry, 
the manufacturers must change over to 
ruthenium-platinum, or platinum hard- 
ened with another of the elements in the 
platinum group, they can do so without 
the slightest difficulty. 

Any slight sales resistance on the part 
of the retail trade, which has been accus- 
tomed to iridium-platinum stampings on 
jewelry, will be overcome by the assur- 


ances of the refiners and manufacturers: 


that platinum, hardened by certain other 
metals of the platinum family, possesses 
the same appearance and wearing quali- 
ties as the iridium-platinum alloy. Such 
jewelry will be stamped under the pro- 
visions of Federal Commercial Standard 
CS66-38 and the several state laws per- 
taining to the marking of articles made 
of platinum. 

Three per cent ruthenium-platinum, 
which will probably get the call in place 
of iridium-platinum, if the difficulty in 
obtaining iridium persists, was quoted on 
the New York market on Sept. 26 at $42 
an ounce. Platinum dealers who, last 
month, would still sell iridium-platinum 
to favored customers in small quantities, 
were asking $54 an ounce for 5 per cent 
iridium-platinum and $58 an ounce for 
the 10 per cent alloy. 

With the placing of an embargo on all 
the metals in the platinum family at the 
outbreak of European hostilities by 
Great Britain the prices began to rise. 

A platinum price advance influenced by 
increased demands was anticipated, for 
with the outbreak of the world war, or any 
threat of war, platinum had risen. But 
that there is no reason for alarm on the 
part of the American jeweler is best in- 
dicated by the current price of soft plat- 
inum. On Sept. 26 it was quoted at $42 
an ounce, $7 higher than the price which 
has prevailed through most of the year. 
This is in contrast to the price of $53 
which was asked in August, 1936, when 
there was a speculative wave, predicated 
on an imminent European war, and in 
marked contrast to the figure of $180, 
the all-time high, quoted in 1929. 

Those who are in a position to know 
say that the present platinum situation 
should be of no great concern to this 
trade. They promise that it will have no 
effect whatever on Christmas business. 
There is reason to suppose that the situ- 
ation may be alleviated as soon as indus- 
tries which use platinum find there is no 
reason to build up excessively large re- 
serves. It has been this fear of a short- 
age and a speculative wave, which is 
held largely responsible for the price 
advance. 

Refiners are cautioning their custom- 
ers against buying greatly in excess of 
their ordinary demands. As a matter of 
fact one of the largest concerns reports 
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it is refusing to sell to outside interests, 
especially where there is any indication 
of speculation. 

One of the most important factors in 
the situation is the technological changes 
which have occurred in relation to plati- 
num since the World War. Changes in 
methods and processes have eliminated 
platinum as a requisite material in many 
instances. 

If Russia, which is believed to have 
great reserves of platinum, or any other 
world power, should decide to unload on 
the American market, prices would again 
tip downward. So it is to be seen that 
caution is to be applied. 

The matter is of no real concern to the 
retail jeweler, emphasize metal market 
experts. 


HAS DIAMOND JUBILEE 





LOUIS SICKLES 


Louis Sickles, who at the height of his 
business career was one of the foremost 
men in the wholesale jewelry trade, ex- 
pects to observe his 75th anniversary on 
Oct. 10 in a quiet manner at a family 
gathering in his home, Rittenhouse 
Plaza, 19th and Walnut Sts., Philadel- 
phia. 

With his three capable sons, Moses L., 
David and Louis Sickles, Jr., devoting 
themselves to the wholesale watch busi- 
ness of Louis Sickles at 1015 Chestnut 
St., Philadelphia, Mr. Sickles now has 
more freedom to enjoy life. 

Mr. Sickles was president of the Na- 
tional Wholesale Jewelers Association 
for two terms, later served as member 
and chairman of its advisory board and 
was the first president of the Philadel- 
phia Wholesale Jewelers Association. 

He established his own business in 
May, 1923, at the present address, after 
38 years with M. Sickles & Son, Phila- 
delphia wholesalers, as salesman, buyer, 
credit man, general manager and part- 
ner. He began in the trade 56 years ago. 





BOSTON 
(From page 127) 


to give Silver the extra floor space. The 
Watch department has a preferred loca- 
tion in the center shopping section. 
Clocks are now with gift displays. The 
repair department located at the rear of 
the store has more floor space and better 
light. 

New England jewelers, encouraged by 
increased employment and steadily grow- 
ing payrolls, are optimistic regarding the 
fall business. “What’s New” for 1939 
appeals to the ladies, and the number of 
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woman buyers, and jewelers accompanied 
by their wives, inspecting wholesalers’ 
displays, exceeded former years. Among 
the visitors during September were: Mr. 
and Mrs. P. Safford, Rochester, N. H.; 
Mr. and Mrs. D. Fortin, Waterville, Me.; 
Mr. and Mrs. L. Vancore, Colebrook, 
N. H.; Mr. and Mrs. A. E. Cox, Hard- 
wick, Vt.; Mr. and Mrs. M. M. Conley, 
Newport, R. I.; Mr. and Mrs. M. P. 
Foss, Pittsfield, N. H.; Mr. and Mrs. E. 
Cotter, Lowell, Mass.; Mr. and Mrs. L. S. 
Johnstone, Hyannis, Mass.; Mrs. A. 
Beaudet, Woonsocket, R. I.; J. A. Mal- 
loy, Portsmouth, N. H.; E. R. McClin- 
tock, Dover, N. H.; Mr. and Mrs. M. E. 
Banks, Concord, N. H.; H. L. Dupre, 
Biddeford, Me.; C. F. Atkins, Benning- 
ton, Vt.; Douglas Nathan, Fitchburg, 
Mass.; M. A. McKenney, Athol, Mass.; 
W. N. Adams, Brattleboro, Vt.; C. H. 
Davis, Lebanon, N. H.; P. A. Carron, 
Haverhill, Mass.; Frank Mowry, Rut- 
land, Vt.; Mr. and Mrs. J. H. Walsh, 
Millinocket, Me.; W. L. Fickett, Concord, 
N. H.; John Palmer, Gardner, Mass.; 
S. Cote, Fort Kent, Me.; R. O. Cote, 
Windsor, Vt.; Leo Cote, Bellows Falls, 
Vt.; L. E. Roberts, Granville, N. Y.; 
Loretta Robinson, Watertown, N. Y.; 
L. E. Boucher, Montpelier, Vt.; Mrs. 
Harry Coburn, Miss Blaine, Hanover, 
N. H.; Mr. and Mrs. H. S. Beal, Ells- 
worth, Me.; Mr. and Mrs. J. A. Nadeau, 
Claremont. N. H.; J. A. Merrill Co., 
Portland, Me.; W. A. Sawyer, Keene, N. 
H.; James E. Cleary, Greenfield, Mass. ; 
R. Van Gelder, Burlington, Vt.; N. G. 
Smith, Westerly, R. I.; Ross Bros., Ca- 
lais, Me.; H. B. Locke, Amesbury, Mass.; 
C. W. Hatch, Claremont, N. H.; D. De 
Montigney, Nashua, N. H.; G. Herbert 
Wood, Manchester, N. H.; A. D. Thu- 
ette, West Warwick, R. I.; E. J. Bristol, 
Bristol, Vt.; L. J. Eno, Skowhegan, Me.; 
A. E. Cox, Hardwick, Vt.; the late 
Arthur Stern, Lynn, Mass., and Holm- 
berg & Douglas, Brookline, Mass. 





SALEM REVIVES COLONIAL DAYS 


Satem, Mass.—This city last month 
presented a pageant of pioneer indus- 
tries in Pioneer Village, a replica of the 
first settlement in Salem in 1629. 

Edward Morrison Beroul, of “The 
Sign of the Hammer,” Marblehead, dem- 
onstrated the making of early American 
pewter. Frank Caciagrani, representing 
Daniel Low & Co., jewelers, showed the 
making of early American pottery. 





MRS. ELIZABETH C. JOSS 


INDIANAPOLIS, INp.—Mrs. Elizabeth C. 
Joss, 66, widow of Albert C. Joss, an 
Indianapolis jeweler for many years, 
died recently as result of injuries suf- 
fered a few hours before in an automo- 
bile accident, eight miles north of West- 
field. With a party of relatives she was 
returning from a vacation at Lake Wa- 
wasee. 

She had resided here 50 years. Mr. 
Joss, who had operated the Albert C. 
Joss jewelry store, died a year ago. 





PETERS WINS BINOCULARS 


Phineas Peters, Brooklyn retailer, the 
chairman of the executive board of the 
Retail Jewelers Association of Greater 
New York, has a handsome new pair of 
binoculars as a result of his winning the 
gift award of Swift & Anderson, Bos- 
ton, makers of fine optical instruments, 
at the A.N.R.J.A. convention. 











books .. that will help your business .. 


eis ING a group of books written in an interesting, instructive and authoritative 
manner on such pertinent subjects as gems, watches, clocks, silverware, jewelry making and 
repairing, engraving, plating and enameling. 


For the Gem Expert, Connoisseur and Student of Gemology 


@ DIAMONDS Frank B. Wade $2.00 
@ DICTIONARY OF GEMS R. J. Rogers $1.50 
@ GEM STONES G. F. H. Smith $3.00 
@ GEMS AND GEM MATERIALS Drs. Kraus & Slawson $3.50 
@ GETTING ACQUAINTED WITH MINERALS _ George L. English $2.50 
@ HANDBOOK FOR THE AMATEUR LAPIDARY J. H. Howard $2.00 
@ PEARLS W. J. Dakin $1.00 
@ STORY OF THE GEMS H. P. Whitlock $3.50 
@ TEXT BOOK OF PRECIOUS STONES Frank B. Wade $2.50 
@ A KEY TO PRECIOUS STONES L. J. Spencer $2.75 


. * + 
For the Skilled Watch and Clock Maker, the Apprentice and Student 


@ CLOCKS AND WATCHES G. L. Overton $1.00 
@ JUNIOR WATCHMAKER A. Gideon Thisell $3.00 
@ MODERN ELECTRIC CLOCKS S. F. Philpott $2.25 
@ MODERN METHODS IN HOROLOGY Grant Hood $2.50 
@ PRACTICAL BALANCE AND HAIRSPRING WORK W. J. Kleinlein $3.50 
@ RULES & PRACTICE FOR ADJUSTING WATCHES W. J. Kleinlein $3.50 
@ MODERN METHODS IN WATCH ADJUSTING Harold Caleb Kelly $2.65 
@ WITH THE WATCHMAKER AT THE BENCH fede Rie ge $2.75 
@ THE WATCH & CLOCKMAKER’S HANDBOOK, 
DICTIONARY AND GUIDE Late Frederick J. Britten $6.00 

14th edition revised “ 
@ MODERN WATCH REPAIRING AND ADJUSTING 

Second Edition $2.25 

E. Borer 
@ MODERN CLOCKS—THEIR DESIGN AND MAINTENANCE 

T. R. Robinson $2.25 


@ PRACTICAL BENCHWORK FOR HOROLOGISTS Louis and Samuel Levin $5.00 
* * * 
For the Jewelry Repairer, Engraver, Plater and Enameler 


@ JEWELRY REPAIRERS’ HANDBOOK J. G. Keplinger $1.25 
@e JEWELRY, GEM CUTTING AND METALCRAFT 

W. T. Baxter $2.50 
@ TESTING PRECIOUS METALS WITH THE TOUCHSTONE 

C. M. Hoke $1.00 
@ SIMPLE SOLDERING BOTH HARD AND SOFT Edward Thatcher $ .75 
@ SHORT COURSE IN ENGRAVING FOR JEWELERS 

William Kassel $ .50 
@ ART MONOGRAMS AND LETTERING (PAPER COVER) | J. M. Bergling $2.00 
@ METALCRAFT AND JEWELRY Emil F. Kronquist $2.25 
@ MODERN ELECTROPLATER Kenneth M. Coggeshall $3.00 
@ ELECTRO-DEPOSITION OF METALS > Sn Jee $7.50 
@ ENAMELLING ON METAL Louis-Elie Millenet $2.00 
@ PREPARATION OF PRECIOUS AND OTHER METAL 

WORK FOR ENAMELLING H. deKoningh $1.50 
* * ® 

On Silver for the Jeweler, Collector and Antiquarian 
@ THE STERLING FLATWARE PATTERN INDEX With Binder $15.00 


Without Binder $10.00 
@ MARKS OF EARLY AMERICAN SILVERSMITHS WITH NOTES 
ON SILVER SPOON TYPES AND LIST OF NEW YORK SILVER- 


SMITHS (1815-1841) By the late Ernest M. Currier $16.50 
@ ENGLISH SILVER (1675-1825) Stephen G. C. Ensko and Edward Wenham $2.50 
@ OLD SILVER, ENGLISH, AMERICAN AND FOREIGN 6S. B. Wyler $2.75 


All prices met—no accounts opened for book purchases 
No books sent on approval. Prices subject to change without notice. 
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Ald: Iy Comrclusstions 


NYONE who doubts that jewelry is an absolutely 
indispensable part of the costume of the smartly 
groomed woman should have seen a little incident that 
happened quite inadvertently and passed without com- 
ment at the close of the fashion clinic presented by 
June Hamilton Rhodes at the recent convention of the 
A.N.R.J.A. 

For more than an hour, ten beautiful young women, 
gowned in the newest fall creations had paraded the 
runway displaying various ensembles of jewelry appro- 
priate for each dress. Every girl presented a perfect 
picture of the way every woman would like to look— 
modish, striking, and completely turned out to the last 
detail. 

And then one by one the models returned to the plat- 
form where the lecturer stood, turned over the jewelry 
to its custodian, and sat in a long row facing the audi- 
ence while Mrs. Rhodes concluded her talk. 

The change was astounding. The same models, who, 
in identically the same gowns and under identically the 
same lights had been visions of breath-taking loveliness 
and smartness only a few moments earlier, looked drab, 
colorless and almost unattractive. 

Yet the only difference was the absence of the jewels 
which had glorified them a few moments before. There’s 
a mighty good selling point for the jeweler there. Wo- 
men’s chief consideration in selecting their clothes is to 
make themselves attractive and if they want to achieve 
their purpose, they need jewelry to complete the picture. 


ITH war news screaming from the front pages of 

every newspaper, and booming from the radio at 
every hour of the day and night, it isn’t easy to keep 
the war out of our thoughts and conversation. 

But let’s not allow war excitement to stampede us 
into unwise business decisions. Let’s not get panicky— 
business is improving and should continue to do so. But 
also let’s not get over-eager for quick profits, and re- 
member that improvement could be very easily checked 
by sudden speculative price increases. 


HIS editorial is really written by a prominent 

retail credit jeweler with whom we were talking re- 
cently. At least the idea it contains is his, though we 
heartily indorse it. 

“One thing that has lowered the level of the diamond 
business,” he said, “is the fact that many jewelers are 
telling the public how cheap they can buy a diamond 
ring instead of selling good ones. I have actually seen 
prices for diamond rings as low as $7.95 featured in 
big ads, with half a dozen other rings shown between 
that figure and $19.95. 

“Naturally when a store’s customers see it advertis- 
ing diamond rings for $14.95 they aren’t going to be 
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thinking in terms of a $100 or $150 ring, and the 
jeweler who uses the cheap stuff as bait, in the hope of 
selling the customer something better when he comes in, 
is going to be sadly fooled.” 

We agree 100 per cent. The jeweler who plays up 
such prices is only educating the public to think of his 
store as a place where cheap stuff is handled, and en- 
couraging the man with more money to spend, and who 
wants quality, to go elsewhere. He not only is depre- 
ciating the preciousness and value of diamonds in the 
eyes of the public but is driving the worth while and 
profitable business away from his own store. 


MONG the resolutions adopted by the A.N.R.J.A. at 

its recent convention was one which says: 

“We extend appreciation to all organizations that are 
devoting their energies to the welfare and betterment of 
conditions in the jewelry industry . . . but we oppose 
the adoption and use by any jewelry organization of 
any term or title signifying a standard for the retail 
jewelry trade unless such term or title has been ap- 
proved by our association.” 

Just what does this resolution mean? Is it meant to 
condemn the Sractice of granting the title of Certified 
Watchmaker by the H.I.A.? Do the retail jewelers 
feel themselves better qualified to pass upon a man’s 
expertness as a watchmaker than a group of watch- 
making specialists, such as the H.I.A. governing boards? 

Does it mean that they oppose the granting of a de- 
gree of Certified Gemologist after a man has spent two 
or three years in the intensive scientific study of gems 
under the direction of the experts who compose the 
governing board of the Gemological Institute? 

Do they feel that a committee of retail jewelers who 
may or may not know the intricacies of gem testing and 
identification are more competent than the G.I.A. to say 
what constitutes an expert in gems? 

What has the association to offer which it considers 
better than the standards which have been set up and 
regularly maintained by these scientific bodies? Or do 
they merely want some other words used as titles? Or 
just what is the intent of the rather obscure wording 
of this resolution? 

It seems to us that the A.N.R.J.A. would do well to 

‘» up this ambiguity and let jewelers know just what 
tue .csolution does mean so that the trade in general 
may know what the discussion is about and study the 
merits of the case intelligently. 


Tre I OE 


Editor. 
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